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Dollar Pocket Knife. 





Beautiful serving tray free with every De Luxe i - e 
matched set of Remington Kleanstad€ Cutlery with a Hse escapes 
seamless, germ-proof bakelite handles. Retail ; : ™ e | ( oF 
Price Complete Only $18.45 
a f | } | / 
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ERE’S household cutlery to sell at a profit— 
without mail order and chain competition. 
Today the housewife wants everything in her 
kitchen good-looking, useful, and above all — 
sanitary. KA1631 is the first and only set of house- 
hold cutlery designed for the modern kitchen. 
You can sell these sets for wedding presents 
and other gifts. You can sell the individual items 
and replace from stock. You'll make real money. 


Get in on it quickly. Put new life into your cutlery 
department. Your jobber will supply you. Better 
wire him now. It will pay you to put in the entire line 
of Remington cutlery. Write for booklet. Address: 
Remington Cutlery Works, Bridgeport, Conn. 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


ington, 
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WHEN YOU HAVE A LOCK 
asgood as thts . —— 


PROTECTION IS TRUE ECONOMY 


LC 


THIS 1S THE ILCO SOLID BRASS EXTRUDED PADLOCK 


They don’t often come this way. A fast selling item and a good 
display. Takea look, That little unit was designed for your counter 
blue suede cloth, blue and white lettering. It’s thesort of display that 
does a real selling job. Free to you with an order of a dozen-or more- 
of these Ilco Extruded Padlocks. 


The locks are the satisfied-customer, fast-turnover variety. Solid brass, 
handsome appearance, highest quality. Case hardened steel, or brass 
shackle. Pin tumbler construction. Available in the following sizes: 


No. 332—11X in. No. 333—11}4 in. No. 334— 134 in. No. 335—2 in. 


INDEPENDENT LOCK COMPANY Fitchburg, Mass, 


HARDWARE AGE 











HARDWARE AGB, published every other week by the IRON AGE PUBLISHING ©0O., Division of the United Business Publishers, Inc., 239 West 39th Street, New York, N. Y., 
U. S. A. Established 1855. Entered as second clas® matter May 22, 1913, at the Post Office at New York, under the Act of March 2, 1879. (Printed in U.S.A.) $1.00 
per year. Single copies, 15c. each. Vol. 130, No. 1. 














peerenna~ 





NEW sew 


SOLID SHANK FEATURES 


HE development of greater handle strength in the 
ABW Solid Shank Shovels has been made possible 
by the A B W Shock Band, (Patent Pending). 


We say without reservation that the ABW Shock 
Band with other improvements listed below, stamps the 
new ABW One-Piece Solid Shank Shovel as the best 
Solid Shank yet produced. Tests prove the handle 21% 
stronger. 


Four New and Exclusive A B W Features 


| The Shock Band is mounted around the handle at the 
point of greatest strain between the handle and socket. 


2 We have welded top of socket preventing its spreading 
and opening under prying strain. Shoulder of socket meets 
shock band eliminating the cutting of the wood so common 


in the ordinary shovel. 


3 The Shock Band in combination with the Armor-D handle 
reduces the exposed wood section of the handle stem to 


6“. (The average Solid Shank Shovel has 11’’.) 


A Rivets are inserted horizontally instead of perpendicularly. 
In a prying strain, the top and bottom wood fibres are 
under pressure. The horizontal rivets therefore do not 
pierce the fibres under tension. 

One-piece Blade, Shank and Socket forged from high 


carbon quality steel, heat treated. Handles are selected 
Northern Ash, equipped with the famous Armor-D handle. 


The ABW Shock Band is now standard equipment on 
all AB W Solid Shank Shovels—at no extra cost to you 
—and a complete line is now ready for immediate de- 


livery. Place your orders now! 


ASK YOUR JOBBER 


FAMOUS. AMES BRONCO —- HUBBARD 
Apw  REDEDGE PONY SOCKET 
MONONGAH HUSKY SHANK 


BRANDS — KNOX-ALL PACEMAKER GOLD BUG 





AMES BALDWIN WYOMING SHOVEL CO. 


THERE ARE MORE ABW SHOVELS 
PARKERSBURG, W. VA. 


SOLD THAN ANY OTHER MAKE 
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ARE JOBBER ADVERTISING 
HELPS WASTED? 


Is the Retail Hardware Trade taking advantage of the many worth- 
while merchandising aids offered them by the jobber? 


Of course, you, Mr. Dealer, must be able to buy goods just as cheaply 
as the next man, and you probably are. The important thing is to 
SELL them. No matter how good a buyer you may be, your stock 
isn’t making you any money until it is sold. 


Selling goods means advertising them. You can’t sell ANYTHING 
unless you advertise it, that is, let people know you have it for sale. 
Just displaying an item in your store is advertising in a simple form. 
Advertising not only creates a desire to buy but it builds up con- 
fidence in the firm that advertises. 


The department store advertises day after day with full pages in the 
newspapers—and draws its trade from smaller communities many 
miles away. 


Many of these shoppers could have bought just as cheaply, and 
much more conveniently, from their local hardware dealer. Instead 
they went out of their way to buy from the department store— 
because of those newspaper ads. 


Now, newspaper space costs money and not every hardware dealer 
can afford to use very much of it. Still he MUST tell the people 
of the community about his wares. He can’t depend entirely on the 
trade that happens to remember his store when they want something, 
or are attracted by the show windows as they pass by. No matter 
how poor business may be SOME money must be spent purely and 
simply to make it better. 


Because the majority of leading jobbers realize this, they are con- 
stantly bringing out “services” of one kind or another which the 
dealer can use to do a good job of advertising. The prices of these 
services are based on quantity production, hence are much less than 
one dealer alone would have to pay for a similar job (even if he 
had a printer to do it). 


When your jobber’s salesman approaches you with a suggestion that 
you make use of some merchandising help which his house is offer- 
ing, don’t “turn him down cold.” That distributor is spending 
time and money TO HELP YOU SELL MORE GOODS. He benefits 


indirectly as you benefit directly. 


Give his proposition real consideration. If it has merit, take it on. 
It will probably pay. 


THE GEO. WORTHINGTON CO. 
CLEVELAND 
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FRESH POINTS OF VIEW 
MAKE Repeat Sales 






> 
és 


Vow ee es \ 


i= HY 








The national advertiser who does 
not constantly change his advertise- 
ments has about as much chance 
of getting them read as a circu- 
lating library which never has any 
new books. ; 


Nicholson File Advertising gets 
continued attention because the 
angles from which it is prepared 
are always kept fresh. And fresh 
points of view mean repeat orders 
for Nicholson Files. 


At Your Jobber’s 


NICHOLSON FILE COMPANY 
Providence, R.1., U. S.A. 


OLs, 
soy 
U.S.A. 





Pak FILE “FOR EVERY PURPOSE 
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LIBBEY-OWENS-FORD QUALITY GLASS 


IS A PROFITABLE ITEM 


for which there is constant demand 


Windows refuse to consider the 
depression. They still break. 
House owners may put off paint- 
ing and repairing and other im- 
provements. They cannot put off 
replacing a broken window. Glass 
for reglazing is a profitable sales 
item. The market is there. So is 


your profit. Do not overlook it. 


You can best assure yourself of 
getting your full share of this 
business by concentrating on a 


fine glass with which the public 


has become thoroughly familiar 
through national advertising. 


That glass is Libbey-Owens-Ford. 


It is preferred by architects. 


because of its unusual brilliance 
and remarkable clarity. It is a 
quick and easy sale to the 
home owner because its name 
and its superior quality are 
equally well-known to the gen- 
eral public. 


We invite correspondence from 


all interested hardware dealers. 





LIBBEY: OWENS: FORD 
QUALITY GLASS 


LIBBEY e OWENS e FORD GLASS COMPANY, TOLEDO, O. & 
Manufacturers of Highest Quality Flat Drawn Window Glass, 
Polished Plate Glass and Safety Glass; also distributors of 
Figured and Wire Glass manufactured by the Blue Ridge 
Glass Corporation of Kingsport, Tenn. . . . This label F 
appears on each light of L-O-F ‘‘A”’ Quality Glass. Printed 

blue for double strength and red for single strength. 
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‘A Quality Tool+ 
__|| Proper Display is 
fee modern merchandising 


HE best merchandise in the 

world won't sell if it’s hidden under 
the counter. 
Genuine Irwin Solid Center Auger Bits 
on the board shewn above offer the 
dealer small salable stocks, frequent 
fill-ins, rapid turnover and excellent 
display. These factors are the founda- 
tion of modern merchandising and 
mean maximum net profits. Only an 
Irwin trade mark is your guarantee 
of quality and performance. Irwin — 
The standard of the World—“Cuts 
True—Clean Thru”. 


Get This From Your Jobber 


Ask your jobber to furnish you with one 
of hom > ioe Auger Display Boards 
—and watch your bit sales grow. 


THE IRWIN AUGER BIT CO. 


WILMINGTON, . OHIO rs 
ESTABLISHED 1 
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ere’s the FIRE? 
Not here! 




















Almost every day you read about another tragic accident due 
to inflammable floor cleaners. So serious has this menace 
become that many cities are passing ordinances forbidding 
the use of explosive cleaners. That means a doubly receptive 
market for Double X. Here is not only the speediest way to 
put new life into old floors and woodwork but the safest! 
With Double X you say good-bye to varnish removers, alco- 
hol, benzine, gasoline, foul-smelling bleaches and what not! 
No fuss! No fumes! No fire-fear! Nothing like it in America! 




















Hurt While Cleaning 
House, Asks $15,000) 


Merle W. Reese, 678 North 
Fifty-seventh avenue, was sued 
for $15,000 Thursday by Mary 
Jensen, former domestic servant 
for the Reeses, who claims she 
was permanently injured in an ex- 
plosion of cleaning fluid while} 
working in their home. She main- 
tains she used the fluid on the 
floors of the Reese home only 
under protest. 






































DOUBLE X FLOOR CLEANER 
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BPLYMOUTH 


SHIP BRAND MANILA ROPE 
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SUMMERTIME! 
























Tue photograph (above) shows how the Lee Hardware Company 
of Decatur, Indiana, is taking advantage of the power of suggestion 
to sell Plymouth Rope for summer uses. No one passing this attrac- 
tively arranged window display can fail to be reminded of his own 
rope needs. 

There are many uses for Plymouth Rope in the good old summer- 
time: tow ropes and lashings for tourists; guy ropes and fly lines for 
campers; hammock ropes and swings for the children; yacht rope 
for the boatsman; strong, dependable rope for the mountain climber; 
and a variety of kinds and sizes of rope for farmers, contractors, car- 
penters, and painters — all of whom need Plymouth Rope at some 
time for some part of their daily work. 

An attention-compelling window display right now will sell a sur- 
prising footage of Plymouth Rope — because summertime is outdoor- 
time for both work and play, and there is hardly a single outdoor 
activity that does not call for the use of a certain amount of rope. 
Write directly to North Plymouth, Mass., for a complete assortment 
of new display material, including the two Knot Panel Boards shown 
in the photograph. 


PLYMOUTH CORDAGE COMPANY ji 
North Plymouth, Mass., and Welland, Canada i! 


Mi 


SALES BRANCHES 


New York Baltimore 
“Chicago New Orleans 
Boston Fort Worth 





The Rope You Can Irust 


JULY 7, 1932 

















Allith 40-90 Hardware 


suits every prospect 


Whether your customers are going to re- 
model or rebuild, you can sell them 
Allith 40-90 hardware. It suits every in- 
stallation, whether a one or _ two-car 
garage, with or without center pier. More 
than that it satisfies the user in every re- 
spect. 


Appearance—quickly converts sagging, un- 
sightly, multiple door openings into neat, trim, 
one-piece units. Needs little clearance and 
only 8” of head room. 


Performance—truly trouble-free operation. 
Doors lift with minimum effort—cannot stick 
or jam. No springs to get out of order. Door 
cannot bang shins or cars. Weather-tight the 
year "round. 


Ease of Installation—simple to install. The 
average carpenter can do it. Doors can be 
bought from local mill—stock sizes can be used. 
Complete hardware furnished, and detailed in- 
structions for installation. 


Economy—aAllith 40-90 Hardware provides 
3-way economy. Cuts installation costs. The 
actual hardware costs less than other types 
which cannot give such faultless service. And 
the first cost is the last cost. There’s no con- 
tinual drain of upkeep expense. 


Write today for complete information and 
customer literature. Get ready to make 
summer profits with ALLITH. 


Allith-Prouty Company 


Danville, Hlinois 
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Every Home 
‘In Your Town 
Is a Prospect for 


Ball Bearing 
CASTERS 


These casters sell fast in every com- 
munity. The ball bearing feature 
protects rugs, carpets and floors. 
‘“‘ACMES”’ roll easily, smoothly and 
quietly in any direction. 


Show Your Customers 


Keep an “ACME” caster 
handy. Roll it on the 
‘counter, or on_ the 
palm of your hand. A 
demonstration will sell 
one or more sets. Stock 
‘““ACMES”’, demonstrate 
‘“ACMES” and add to 
your profits. Let us 


send you a sample and 
prices. 
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<< THE SCHATZ 
pes MANUFACTURING CO. 


POUGHKEEPSIE NEW YORK 
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BUILDING QUALITY 
INTO RIVETS ---- 


THAT you cannot get something for nothing 
is almost axiomatic. Inferior rivets made to 
sell at a price make dissatisfied customers. 
The little extra that you pay for our Tubular 
and Split Rivets makes satisfied customers 
and helps to insure the future of your busi- 


ness. It pays to sell quality rivets. 


TUBULAR RIVET 
& STUD COMPANY 


Boston- 











The largest factory in 


oh en — Dag | the world devoted to 
carrey ta meas “SS =the - manufacture of 
caetgegtinns OY sss Tubular and Split 

"Steg, gpeets 3 


Rivets. 
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Advertisers 


The advertisers in HARDWARE AGE are not merely our advertisers but your 
advertisers as well. Patronize them to the full extent of your requirements, 
because— 


ES, 


—They are worthy of your support. Being leaders in their fields, they 
feature in straight-forward, dependable advertising the merchandise 
and service that will profit you in the conduct of your business. 


—They can be whole-heartedly depended upon. 

—They are concerns that are in business to stay. 

—They believe in the future security and success of the hardware trade. 
—They are eager for the continued prosperity of our country. 


—They are practicing what they preach—successful and profitable hard- 
ware merchandising. 


ee ee a i a Se 


They deserve your support for their help ‘in making possible the finest business 
paper published for the hardware field, the recognized authority of the trade 
for over seventy-five years— 


Mention HARDWARE AGE when writing to your advertisers. 


HARDWARE AGE 


A U.B. P. Publication 
239 West 39th Street New York City 


A.B.C.—Charter Member—A.B.P. Inc. 
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Why Not Hold a Roller Skating Race In Your Town? 


The picture shows a group of happy 
school children at start of a roller skat- 


ing race at Redburn, N. J. 


‘Many hardware dealers are holding 
roller skating races in their local com- 
munities and offering prizes displayed 
in their store windows. This plan stim- 
ulates interest in this popular pastime 
and wins the trade of boys and girls as 


well as the approval of their parents. 


Roller Skates. 





All Jobbers Sell Union Hardware 
Send for Catalog 


ARDWARE: GOMPANY 
= = 
Reg. U. S. Pat. Off. 


TORRINGTON, CONN. 


As the popularity of roller skating 
among children increases, due largely to 
modern concrete sidewalks, so does the 
demand for the well known UNION 
HARDWARE Ball Bearing Extension 
Roller Skates, more of which are sold 
each year than any other make. 


These famous roller skates embody the 
very latest improvements, and are the 
most satisfactory and profitable line a 
dealer can sell. Easily identified by the 
NAME on the ROLLS. 





No. 4 Established 1854 a No. 5 


For Children 


New York Office: 151 Chambers St. 


For Boys and Girls 
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Keep Stocked on SHERMAN Lawn Hose Goods 




















to divide their old hose. Others will require new hose to 
extend their sprinkler system and some will need extra fit- 
tings to repair their old hose. 


Keep stocked on the SHERMAN line. It returns a good 
profit and gives entire satisfaction to every customer. 
Sold Through Jobbers 


There’s a steady call for these well known Fittings all 
through the Summer season. When customers buy new 
hose a suggestion from you will often sell SHERMAN 
Portable Spray Heads and Outside Lawn Faucets. 

Many will need new nozzles, also extra coupling equipment 





Sherman Wrought 
Brass Hose Coupling 


A N Y (Patented) 


H. B. SHERMAN MFG. COMP 


Battle Creek 








Sherman Fig. 519 C. : 

onvenient 
song poy —— ang Sherman Wrought Brass 
with 344” Thread a a oe Hose Clamp (Patented) 





MACHINE SCREWS 


Wood, Drive, Coach, Machine, Set, Cap, Thumb SCREWS—Special Automatic Screw 
Machine Products—Stove, Tire, Sink BOLTS—Machine Screw, Stove and Tire Bolt, 
U. S. S., S. A. E. Castellated, S. A. E. Plain NUTS—Jack, Plumbers’, Register, Safety, 
Furnace, Ladder, Sash CHAINS—Escutcheon Pins—Speedometers—Tachometers. 


THE CORBIN SCREW 
CORPORATION 


THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 


NEW BRITAIN, CONN. 


Warehouses: 


New York Chicago 
Philadelphia 
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~Y A LE 
COMBINATION PADLOCK 


A Summer Profit Opportunity for Hardware Merchants 


Here is the ideal lock for use in schools...and this is the season when school equip- 


ment is increased or renewed. 


Get in touch with the school authorities in your city; show them the new Yale 
Combination Padlock. Point out to them its exclusive new features and the genuine 
security it affords. You are quite likely to find a little effort along this line well 
worth while. This lock is also for use in clubs, Y.M.C.A.’s, bath houses, ete. 


THE NEW YALE COMBINATION PADLOCK 


Built and operated like a Yale Bank Lock 


The shackle is automatically securely locked 6 134 inch case is of heavy, die-cast metal made 
when pressed into closed position, thereby dis- by a special Yale formula, satin cadmium finish. 
yersing combination. 

I 8 siace ; } 7 Shackle is of hardened steel, 14 inch diameter, 
Combination is automatically upset by closing satin cadmium finish, 134g inch clearance. 

the shackle—unnecessary to turn dial after : 
closing : 8 Dial is black with white letters same as Yale 


Bank Lock type, easily read. 


As with the Yale Bank Lock, the complete dial 


Dial is locked pe rotation when padlock is 9 
revolves against the flat surface of the lock. 


open, thus shackle cannot be locked out. 


It is not possible to feel out the combination in Raised indicator at top on body of lock has red 
any way. Correct numbers must be known in dot for easy vision in operating. 

rder to open lock. 
I 10 Dial knob and _ sides of lock case are heavily 
Shackle is secured into case by heavy bolt. ribbed, permitting firm grip in operating. 


nr w Ww = 





Retail Price $] ‘an Each 


IMPORTANT NOTE 


Our established policy is to handle all 


combination padléck sales through the 


% 
' 
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local hardware merchants. Your own in- 


fluence and prestige combined with Yale’s 


Yr 
Aa 


established reputation for security and 


Pr 
o°*S 


dependability, give you a decided advan- 


Pa 


i 
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tage over salesmen who come into your 


“ 
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city, call on school authorities to sell 
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them locks without consideration for local 








hardware dealers. 


THE Yate G2 TOWNE MFG. CO. 
STAMFORD, CONN., U.S.A. 
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Wrought Steel 
Strap and Tee Hinges 
and Hasps 





acs GRIFFIN products offer the 


utmost in sturdy, practical hardware. 


Furnished in plain steel, cadmium finish, 
galvanized,...galvanized with brass pins... 
finishes suited for the purposes required. 


(GRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 








Branch Offices:- 


NEW YORK: 45 Warren ST. BOSTON: 113 PurCHASE ST. 
CHICAGO: 162 N. CLINTON St. SAN FRANCISCO: 703 Market ST. 
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eee MAKES THE 
ADVANTAGES OF 


GRAPHITE 


AVAILABLE TO INDUSTRY 


For more than a century the Joseph 
Dixon Crucible Company has pio- 
neered in applying the advantages of 
natural flake graphite to the lubri- 
cation problems of Industry. 

The graphite used in all DIXON 
GRAPHITE PRODUCTS is a natu- 
ral flake graphite which in purity, in 
uniformity, in lubricating and pro- 
tecting qualities has never been 
¢ qualled. 

Our obligation to Industry is that of 
incorporating in DIXON GRAPH- 
ITE PRODUCTS the full benefits 
with which Nature has already en- 
dowed Graphite. That this trust has 
been fulfilled is evidenced by Indus- 
try’s recognition and acceptance of 


Dixon Graphite Products. 


DIXON GRAPHITE 


PRODUCTS 


Flake Graphite Graphite Seal 

Graphite Cup Grease Pipe Joint Compound 

Waterproof Graphite Industrial Graphite 
Crease Paint 


Write for Circular 40-C 
JOSEPH DIXON 
CRUCIBLE COMPANY 


Established 1827 


ROK 






























Jersey City New Jersey 
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TT" quality of Goodyear lawn and garden hose 
is known all over the country —in the biggest 
cities and in the smallest hamlets. 

There is a good sale for it everywhere, because 
people know when they are buying it that they are 
getting the quality which serves better and lasts 
longer. Further, Goodyear promotes its sale, with 
forceful, attractive advertising. 

The finest of all hose for lawn and garden is 
Goodyear Emerald Cord Hose. It is built up of double 
braids of double-double cord, with a tough, flat- 
ribbed cover to withstand scraping and dragging. 

Handsome in appearance —a bright emerald 
matching the lawn it waters — and rugged in con- 
struction, it is worth far more than the slightly 
more asked for it. 

You instinctively know this hose is notable for 
long, economical wear from the fact that leading 


golf clubs use it— and Goodyear builds it. 






cm 
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is the Hose to Buy 





Other Goodyear quality 

lawn and garden hose 

are Wingfoot, Glide, 

Pathfinder and Elm 
brands 


TUNE IN: Goodyear invites 
you to hear the _ Revelers 
Quartet, Goodyear Concert- 
Dand¢e Orchestra and a feature 
guest artist every Wednesday 
night, over N.B.C. Red Network, 
WEAF and Associated Stations. 
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Study this list and learn how 
many popular priced SILVER 
STEEL Saws, Saw Tools 
and Saw Specialties can be 
bought from one reliable saw 
manufacturer. 


~ 


- SILVER STEEL Hand, Rip 
and Panel Saws. 


2. SILVER STEEL Compass, 
Keyhole and Nests of Saws. 


3. SILVER STEEL Back, Mitre 
and Dove-Tail Saws. 


4. SILVER STEEL Pattern Mak- 
ers, Stair Builders Saws. 


5. Coping Saws, stationary and 
adjustable. 


6. SILVER STEEL Flooring 
Saws. 


7. SILVER STEEL Plasterers’ 
Saws. 


8. SILVER STEEL Plumbers’ 
Saws. 


9. SILVER STEEL Pruning 
Saws, all kinds. 


10. Pruning Shears. 


11. SILVER STEEL Butcher and 
Kitchen Saws. 


12. Wood Saws, complete, Single 
or Double Brace, with SIL- 
VER STEEL Blades. 


13. SILVER STEEL Hacksaw 
Blades, hand and power. 


14. Non- breakable Hacksaw 


Blades. 

15. Hacksaw Frames, adjustable 
and solid. 

16. SILVER STEEL Files, all 
kinds. 


17. SILVER STEEL Crosscut 
Saws, one-man, two-man and 
hollow back, also in Electric 
Alloy and Sheffield qualities. 


18. Crosscut Saw Handles and 
Saw Tools. 


19. SILVER STEEL Circular 
Saws for electric hand and 
portable bench machines. 


20. SILVER STEEL Narrow Band 
Saws for wood or metal. 


21. SILVER STEEL Plastering 
and Cement Finishing Trowels 
and Floats. 


22. SILVER STEEL Floor, Cabi- 
net, Bench, Wall and Butcher 
Block Scrapers. 


23. SILVER STEEL Corn, Cane 
and Beet Knives. 


24. SILVER STEEL Grass Hooks 
and Ditch Bank Blades. 


25. Saw Sets, lever and hammer 
styles. 


26. Acrolite and Ferrolite Grind- 
ing Wheels. 


27. Machine Knives, all kinds. 


A 



















In These Days . 


Rese 2 a 


Is the Big Thing 


@ Everybody, now, more than ever before, should cultivate LOYALTY 
to country, family, friends and to those who give a square deal in 
business. 


For 75 years we have faithfully followed that policy, believing in 
fair profits to the jobbers and retailers handling our brands, and we 
have consistently helped them with sound and constructive sales and 
advertising policies. 


Are you prepared to take care of the increase in high grade tool 
business because of the revival in building trades which has already 
started? If not, send for one of our complete No. 20 catalogues; it 
will be yours for the asking, and if your regular source of supply 
cannot furnish you with our products, let us know and we will see 
that you are supplied promptly. 


Demand Atkins—Accept no substitutes. 


E.C.ATKINS AND COMPANY 


“The Silver Steel Saw People.” Established 1857 


Makers of highest grade and leading types of all kinds of 
Saws, Saw Tools, Handles, Plastering Trowels, 


Scrapers and Specialties. 


Home Office and Factory—indianapolis, Indiana 


Branches in Principal Cities 
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Here is the story 
of a_ hardware 
dealer who keeps 
his sporting 
goods depart- 
ment in the news 
in a_ legitimate 
way through 
cooperating with 
the editors of 
sport pages. 
W oodruff’s store 
in Knoxville, 
Tenn., is part of 
the news 








HE man or woman who is a good customer 
of any sporting goods store will always turn 
to the sports page of any newspaper when he 
opens it. He reads the headlines, then the stories 
about the game or sport that interests him. Maybe 
he has a brother or a friend in a contest, but he 
always follows the newspaper. The headlines are 
one part of the paper that cannot be bought but 
there is an easy and inexpensive way to get into the 
news columns of the sports page, and in doing this 


Read _ this article by a hardware man and plan to cooperate with 
There is value in this idea for both of you. 
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you capitalize on the most pro- 
ductive advertising. The sport- 
ing editors are on the constant 
lookout for news that will inter- 
est their readers. The name of 
our store, “Woodruff’s Sport 
Shops,” is part of the news and 
we make it a point to keep it 
there. 


Priceless Publicity 


Just to give you an idea about 
this priceless publicity, a golf 
tournament is sponsored by us 
each year at the beginning of 
the golfing season. 
was one of the largest we have 
sponsored, consisting of ten 
flights of the best amateur golf- 
ers in the city of Knoxville. As 
soon as we make our plans for 
this tournament we go to the 
newspapers with a list of prizes 
and run this tournament exactly 
as a State tournament would be 
run. The readers who play golf 
will show especially keen inter- 
est in the day-by-day contests. 
Interest is added by the fact that 
men entered would be outstand- 
ing golfers in the city, and men 
prominent in the city and busi- 
ness life. One hundred and sixty 
golfers entered this tournament 
last season and fought furiously 
for the honors that we offered. 
We always give the dud player 
a chance at a prize, for he is a 
future prospect in the field. This 
soon becomes a leading topic in 
the locker rooms, and, even 


Last season 
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W. E. LAWSON 
Manager, W oodruff’s Sport Shop, W. W. 


Woodruff Hardware Co., Knoxville, 
Tenn., author of this article 


on the streets rarely do golf- 
ers meet without its being men- 
tioned, and throughout the six 
weeks it commands the biggest 
headlines on the sports page— 
“Woodruff’s Third Annual City 
Wide Golf Tournament.” Those 
interested in golf follow this 
tournament as a matter of 
course, and others who do not 
ordinarily take interest in such 
matters closely follow the for- 
tunes of their friends and ac- 
quaintances who are among the 
contestants. 


Prizes Offered 


Two hundred dollars’ worth of 
prizes are offered each year for 
those who enter the contest, the 
first prize being the large Wood- 
ruff Trophy which is to be held 
by the champion in each annual 
contest for one year and held 


Sport Page 


permanently by the contestant 
winning his third tournament. 
The other are golfing 
trophies and supplies of many 


prizes 


sorts. 
Must Register 


Golfers’ supplies sell during 
this tournament for each con- 
testant is required to come in 
Woodruff’s Sport Shop and reg: 
ister before going out to qualify. 
While in this store, with golf on 
their minds, they will naturally 
take advantage of the oppor- 
tunity to look over the clubs and 
try the feel of the new ones on 
display and the other things that 
would interest a golfer. 

Newspaper and public inter- 
est in the Woodruff Sport Shop 
is by no means limited to the 
golf 


The store’s name 


season of a_ city-wide 
tournament. 
appears frequently on the sports 
every 
Last season, 


page of the newspaper 
month in the year. 
at the beginning of the basketball 
season, we organized a_basket- 
ball team composed of the best 
players in East Tennessee. We 
help to organize teams with the 
Knoxville Sentinel 
sponsored by them, and last sea- 
son we had 96 teams playing the 


whole The Woodruff 
Spalding Sport Shop Team, as it 


News and 


season. 


was called, played many out-of- 
town games, winning 56 out of 
59 games. This gives our Sport 


(Continued on pace 54) 
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rial on his much discussed electrical appliance survey, until such time 


1 al on his regret that he did not withhold from publication the mate- 


as it could be published in its entirety, Kenneth Dameron, Executive 
Secretary, Electrical Merchandising Joint Committee, explains his figures as 
solely manufacturers direct sales to retailers. This is brought out in a written 
statement to HarDWARE AGE which tells of a subsequent study to include whole- 
sale distribution. This he hopes, in its complete form, will adjust existing 


misunderstandings attending the report under discussion. 


letter follows: 


“In February, 1932, it was an- 
nounced through the trade press that 
I would develop a market survey 
dealing with household electrical ap- 
pliances. This was but the outgrowth 
of the Electrical Merchandising Joint 
Committee’s plans formulated early 
in 1931. The details of the survey 
were clearly outlined. In March, 
1932, came the first article entitled. 
‘Department Store Merchandising of 
Electrical Appliances.’ In April, 
1932, certain factors relating to dis- 
play were reviewed. In the meantime. 
extensive investigations were being 
launched into manufacturers’ and 
wholesalers’ marketing activities and 
simultaneously a consumer inquiry 
was launched. Brief reports were 
drawn up and presented to the trade 
press as rapidly as they could be com- 
piled. In this category came our anal- 
ysis of manufacturers’ sales to retail- 
ers in May, 1932. This was the fourth 
article dealing with electrical appli- 
ance distribution and the second deal- 
ing with the marketing activities of a 
given channel. 

“This article sets out to do one thing. 
namely, to analyze, as far as avail- 
able data permit, the manufacturers’ 
sales to retailers. Distribution chan- 
nels are always shifting. Each year 
finds new experiments, hence the title. 
Please note the subheading reads, ‘An 
analysis of retail outlets used by man- 
ufacturers.. The fourth line in the 
first paragraph begins, “The follow- 
ing is an analysis of retail outlets 
used by manufacturers in the distri- 
bution of appliances.’ With but two 
exceptions, each chart is captioned, 
‘Distribution of Manufacturers’ Sales 
to Retailers by Kind of Outlet.’ 

“In the ninth paragraph it is again 
emphasized that this report is based 
solely on manufacturers’ sales data. 
Note the following statement taken 


22 


Mr. Dameron’s 


from this paragraph: ‘It should be 
noted that a subsequent investigation 
based on wholesalers’ sales to retail 
distributors should augment the rela- 
tive importance of such outlets as 
drug and hardware stores which de- 
pend upon the wholesalers as a mar- 
ket resource.’ 

“Great care was taken to separate 
text dealing with observations from 
text dealing with quantitative data. 
For example, in the eleventh para- 
graph it is stated, ‘Many of the obser- 
vations are the result of field inquiry 
where it was possible to secure more 
revealing data than are generally re- 
ceived in questionnaires.’ 

“Throughout the report no attempt 
is made to favor any one retail type. 
In the twenty-second paragraph it is 
stated, ‘Public interest must be con- 
sidered and apparently good merchan- 
dising is not the prerogative of any 
one store type.’ 

“Readers are not, as a rule, inter- 
ested in details of method, but not- 
withstanding, care was taken to point 
to certain details and defects. For ex- 
ample, it is repeated that we went di- 
rectly to the sales records of manufac- 
turers and did not rely upon esti- 
mates. Again we pointed out that, 
‘Market research must suffer some- 
what from lack of adequate classifica- 





Dameron Regrets Releases on 


tion and accurate definition.’ Again, 
‘The survey may reflect minor inac- 
curacies due to changes which have 
taken place during the first four 
months of 1932.’ 

“In the next to the last paragraph it 
again stated that, ‘A subsequent sur- 
vey will analyze the sales of whole- 
salers to retailers.’ In the last para- 
graph (a place of emphasis) it is 
stated, ‘The analysis contained in this 
report is but the beginning of a series 
of investigations into the realm of 
electrical merchandising.’ 

“An objective attitude was main- 
tained throughout the report. It is my 
humble but firm belief that many de- 
fects in distribution persist because 
of lack of objective thinking and un- 
willingness to delve into the facts of 
marketing. 

“Tn view of many misunderstandings 
which have attended this report on 
manufacturers’ sales to retailers, I re- 
egret exceedingly that I did not with- 
hold this material until the entire re- 
port could be published. However, 
we are working under great pressure 
both as to time and as to finances. 
This has made it necessary for us to 
turn out our work piece by piece. The 
budgetary limitations alone under- 
score the necessity for so doing. I 
therefore believe these things should 
be taken into consideration, and that 
in evaluating a report of this type it 
is well to consider that it forms but 
one link of the chain. As indicated in 
this report, I expect the completed 
picture to be somewhat different and 
it may be that many of the criticisms 
now resulting from the misunderstand- 
ing attending this report will be ad- 
justed. KENNETH DAMERON.” 





Hardware Age Reply to Mr. Dameron 


PPRECIATING the courtesy of Mr. Dameron’s foregoing letter, which 
definitely limits the survey under discussion to manufacturers’ direct 
sales to retailers, and therefore not properly interpreted as a complete elec- 
trical appliance distribution picture, HARDWARE AGE considers further details 
on the subject desirable. To this end, in a desire to completely correct exist- 
ing inaccurate impressions, the Editors have written Mr. Dameron as follows: 


Dear Mr. DAMERON: 

Your letter of June 28 clearly states 
that the survey we have under discus- 
sion is the fourth installment of a com- 





prehensive market study on household 
electrical appliances. You call it (in 
your first paragraph) “our analysis 
of manufacturers’ sales to retailers.” 
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Later you definitely limit its scope to 
manufacturers’ direct sales to retail- 
ers. 

Your second paragraph refers to 
the subheading of your published re- 
port (in its complete form) which 
reads, “The following is an analysis 
of retail outlets used by manufactur- 
ers.” Referring again to your com- 
plete report, you call attention to the 
fourth line, first paragraph, which be- 
gins, “The following is an analysis of 
retail outlets used by manufacturers, 


bb) 


etc.” Certainly neither one of these 
explanatory extracts define the data 
to follow as solely manufacturers’ di- 
rect sales. On the basis of these two 
statements alone it would be entirely 
fair to assume that the data to follow 
represent a complete picture of the 
relative importance of various retail 
outlets. Here there is no mention that 
distribution through wholesalers is 
not included. 

Not until the ninth paragraph of 
your complete report, as mentioned in 





ARLY in May, the National Re- 
i% tail Dry Goods Association is- 

sued a press release on an elec- 
trical appliance survey made by Kenneth 
Dameron, of the Electrical Merchandis- 
ing Joint Committee. Although Mr. 
Dameron’s complete report (distributed 
from the same source later) clearly 
states that this particular study is sole- 
ly manufacturers’ direct sales to retail- 
ers—that sales through wholesalers 
which will change the picture some- 
what are not included and that whole- 
salers’ sales will be studied in a subse- 
quent survey, these important phases are 
not clearly indicated in the press re- 
lease. The latter places hardware 
stores in eleventh place in a possible 
thirteen, when comparing relative im- 
portance of various retail outlets in the 
distribution of electrical appliances. In 
this form we consider the report mis- 
leading. 

During the month of May, Electrical 
World, Printers’ Ink and Domestic 
Commerce (U. S. Dept. of Commerce) 
published stories, presumably based on 
this press release. These stories en- 
joyed wide circulation and in our judg- 
ment created the impression that the 
survey tells the complete story—to the 
detrinrent of the hardware trade and 
to the glory of the department store 
and public utility field. Two of these 
three reports infer that the Dameron 
survey has the approval of the National 
Retail Hardware Association. 

The June 9 issue of HarpwarE ACE 
contains a protest at the unfairness of 
the Dameron survey (pages 36 and 37) 
because it is so incomplete. Copies of 
this editorial were sent to Channing 
Sweitzer, managing director of the Dry 
Goods Association, and to Mr. Dam- 





What Has Happened in the Dameron Electrical Appliance 


Survey Discussion 


eron, author of the complete report. 
Both were invited to issue statements 
on the subject. 

On June 16 at West Baden, Ind., the 
National Retail Hardware Association 
very definitely disclaims any authority 
for using its name in connection with 
the survey, disclaims any responsibility 
for the data as released and requests 
the withdrawal of the figures because 
they represent an incomplete picture, 
which is misleading. This is covered 
in the June 23 issue of HARDWARE AGE. 

The June 23 issue of HARDWARE AGE 
includes a supplementary protest on the 
incompleteness of the Dameron survey 
(page 35) and reports. that following 
this publication’s protest to the Depart- 
ment of Commerce, a qualifying correc- 
tion item will be published in Domestic 
Commerce. This has been done. At 
press time, Mr. Sweitzer had not re- 
sponded to our invitation to make a 
satement and Mr. Dameron had declined 
to do so. 

As the last form of the June 23 issue 
was going to press, Mr. Dameron agreed 
to prepare a complete statement on the 
survey for publication in our issue of 
July 7. Our presses were held up to 
permit a brief announcement of this 
fact. 

Mr. Dameron has written us a very 
courteous letter, to which we have re- 
plied asking for further details, neces- 
sary, we believe, to completely check 
the misleading interpretations that have 
been given to published versions of his 
survey. These two letters are pub- 
lished on these pages. Mr. Dameron 
has declined, at this time, to prepare 
for publication a second statement in 
answer to our letter. 


—The Editors. 
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‘His Survey Before Completion 


the third paragraph of your letter, do 
you specifically qualify the six charts, 
the first of which places hardware 
stores eleventh in a possible thirteen, 
and credits them with a mere nine- 
tenths of one per cent of the gross. 
At this point you say, “It should be 
noted that a subsequent investigation, 
based on wholesalers’ sales to retail 
distributors, should augment the rel- 
ative importance of such outlets as 
drug and hardware stores, which de- 
pend upon the wholesaler as a market 
source.” This, by the way, is the third 
page of a four page report, yet this 
particular point is obviously a vital 
gage to indicate the scope of this par- 
ticular report. 

Keeping in mind your own state- 
ment in the complete report and in 
your letter that this particular study is 
solely manufacturers’ direct sales to 
retailers, and that subsequent surveys 
are planned which you suggest will 
“augment the relative importance of 
such outlets as drug and hardware 
stores” how to you justify paragraph 
fifteen of your complete report which 
reads, “Hardware stores are apparent- 
ly not taking advantage of their mar- 
ket opportunity, even in States and 
cities where utilities have ceased to 
merchandise? This may be due to lack 
of capital and inability to finance the 
consumer. (In certain areas whole- 
sale distributors have worked out a 
plan whereby they finance the retail 
customers of hardware stores. )” 

If your studies to date are not com- 
plete and do not include distribution 
through wholesalers, what, may I ask, 
is your authority for the above critical 
comment about the hardware stores? 
What relation to this particular sur- 
vey has the controversial subject of 
utilities merchandising? If, as para- 
graph five of your letter states, 
“Throughout the report no attempt is 
made to favor any one retail type,” 
why was the National Retail Dry 
Goods Association permitted to dis- 
tribute its press release on or abcut 
May 1, in such a manner as to permit 
misleading interpretations of your 
survey to the discredit of the hard- 
(Continued on page 38) 
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APITALIZING on current 
C business trends saved 

$10,000 for the retail 
hardware firm of Fox & Schamel, 
Inc. The firm now operates 
three hardware stores in greater 
New York City. For some time 
the need for additional facilities 
to cope with the growing patron- 
age of store No. 2, in Flushing, 
had been a major problem. It 
was finally decided to continue 
the present store already estab- 
lished there, and to erect a new 
store two blocks away, where a 
desirable site, at 134-41 Roose- 
velt Avenue, was purchased six 
years ago. In 1930 plans had 
progressed to the point where the 
firm was almost ready to start 
the excavation for the new store, 
when the belief that building ma- 


They Saved $10,000 by 
Building in “These Times” 


Fox & Schamel, of 
Flushing, N. Y., take 
advantage of condi- 
to build and 


open a deluxe hard- 


tions 


ware store. 


terials would decline, prompted 
a decision to temporarily post- 
pone the project. 

This spring it was agreed that 
“the time was ripe.” As a re- 
sult, the new building, for store 
No. 3, was erected for $10,000 
less than the original estimate 
submitted two years ago. Fur- 
thermore the building is a much 
better structure than that origi- 
nally planned. Common sense, 
according to Messrs. Fox & 


Schamel, was responsible for the 





by J. M. WITTEN 
Associate Editor, Hardware Age 


decision to build now and the 
partners object to any inference 
that “courage and faith in the 
future” may have played even a 
minor role in the project. 

It is obvious from the equip- 
ment and arrangement of the 
new Flushing store why the Fox 
& Schamel record is one of at- 
tainment. It is clearly evident 
that it is the firm’s contention 
that small unsolved problems 
frequently become huge stum- 
bling blocks. On the other 
hand, the partners just as firmly 
believe that many minor things, 
well done, often bring about a 
major accomplishment. In ad- 
dition to adhering closely to 
basic business methods of 
proven merit, the firm has taken 
infinite pains to work out many 
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FEATURES OF THE FOX & SCHAMEL STORE 


See opposite page 


(A) Illuminated ledge displays above interchangeable trays. 


(B) Dumbwaiter serving main and second floors from stock 
room. 


(C) Built-in cupboard containing lamp and fuse tester. 
(D) Special lamp display providing for 33 types of lamps. 


(E) Heating units suspended from balcony. 





Floor plan of the 
new Fox & Scha- 


Flushing, N. Y. 
See description 
in article. 


of the smaller, often neglected 
details. 

The unusually attractive 
front is the first such detail to 
catch the visitor’s eye. A large 
Neon sign at right angles to the 
building, beckons compellingly 
to every one using Main Street, 
a half block distant. Between 
two well planned windows, the 
word HARDWARE, in letters 
cut frome heavy _ structural 
bronze, forms an arch over the 
entrance. At night, a dome 
light, sunken flush in the ceiling 
of the foyer, throws the word 
into illuminated relief. Windows 
are perfectly balanced despite 
the fact that a stairway from the 
second floor to the street, as re- 
quired by the building code, has 
been provided. Window back- 
grounds and floors, as well as 
window valances, and all inte- 
rior fixtures are of selected oak 
in a natural waxed, but un- 
stained finish. The complete ef- 
fect is pleasing to the nth de- 
gree. 

Another novel feature incor- 
porated into the windows are 
concealed, removable panels 
along the central background. 
These lift out to provide room, 
at the eye level for panel shelf 
displays. Each panel is roughly 
24 inches wide by 30 inches high 















































JULY 7, 1932 






mel store at A powerful selling force is exerted by this modern store entrance 


and the space in the rear of the 
panels is five inches in depth. A 
3-inch shelf is permanently at- 
tached to the front and bottom 
of each panel. This serves a 
dual purpose, being a handle for 
removing the panel, as well as a 
display adjunct. 

On stepping into the store, 
several innovations can be noted 
in the construction of the fix- 
tures in the right foreground. 
Two sections of wall cases, used 
for quality table electric appli- 
ances and similar goods, have 
plate glass sliding doors operat- 
ing on roller bearing tracks. 
The wooden door moldings as 
well as supporting strips, which 
often obscure the view in simi- 
lar fixtures, are thus made un- 
necessary. The cases also have 
special lighting. Across the top 
and front of the wall cases a 
wide molding is used to form a 
mask for, 33 individual pull- 
chain sockets spaced at six inch 
intervals. This makes it possi- 
ble for 33 different types of 
lamps to be sampled and turned 
on at will. This particular idea 
is a refinement of one which the 
firm uses at store No. 2, and 
which proved to be a money 
maker, as well as a time saver. 
Just a step from the row of sam- 
ple lamps and the lamp stock in 
the base sections directly below, 

(Continued on page 47) 
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Try the «Rest Cure” on 


Those Bad Bills 


cent of the money that the 

hardware merchants of this 
country needlessly sacrifice each 
year, through their failure to col- 
lect so-called “bad” bills, I 
probably would be burning mid- 
night oil, struggling with the 
complexities of my income tax. 

I am not suggesting that bad- 
debt losses can be wiped out in 
business as it is operated today. 
An occasional loss is inevitable. 
But I do know from long and 
varied experience, that these 
losses are much higher than they 
need to be. They gnaw into net 
profits in a way that is truly 
startling. Something ought to be 
done about it. Something can be 
done about it. 

Let us trace, briefly, the typi- 
cal case of Richard Roe, hard- 
ware merchant and his cus- 
tomer, John Doe. Doe had been 
a sporadic customer over a peri- 
od of several years. A sort of 
amateur carpenter and handy 
man around the house, Doe was 


iE I could have just one per 


always building something — 
and running up a little bill at 
the hardware store. Usually he 
was a bit slow with his payment; 
never seemed to have any sur- 
plus money. But sooner or later 
he came through and cleaned up 
the account. 

And then, a year ago when he 
built that garage in the back 
yard, his bill totaled quite a bit 
more than ever before. Several 
months slipped by and merchant 
Roe continued to send his state- 
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Another of the 
series of articles 
on Collections 


by 
MAXWELL DROKE 


ments. Eventually he even went 
so far as to call on Doe. 

What he discovered was rath- 
er discouraging. Customer Doe 
had lost his job in the office of 
a local wholesale company; had 
been unable to find another. His 
bills were piling up, and he was 
finding it tough sledding. An 
investigation showed him to be 
without resources, and judgment 
proof. To merchast Roe, it 
seemed that he faced a stone 
wall. So he proceeded to charge 
off the account; and from that 
day forth looked upon it as a 
total loss and a bitter memory. 

Now, if this were but a single 
instance, it would be a matter of 
no great moment. But this busi- 
ness drama, with variations, is 
repeated thousands of times 
each day, all over the country. 
Merchants follow their collec- 
tion program with more or less 
earnestness and_regularity (usu- 
ally “less” it must be confessed ) 
up to a certain point. When 
there appears to be no further 
immediate move to be made, 
they drop the case completely 
and forever. And in doing so, 
they sacrifice many collectable 
claims. 

Comparatively few merchants 
realize that a debtor’s status, 
whether good or bad, is rarely 








a static condition. We all have 
our ups and downs. The man 
who was on the bottom yester- 
day may work his way toward 
the top tomorrow—and thus be 
enabled to take care of some of 
the obligations that piled up on 
him under less fortunate cir- 
cumstances. 

I had something to say on 
this subject in HARDWARE AGE a 
few months ago; but the topic is 
deserving of more _ extended 
comment at this time because of 
the unusual conditions that have 
obtained in 1930 and 1931. 
With millions of wage earners 
out of work, the number of de- 
linquent obligations has natural- 
ly exhibited a tendency to in- 
crease (although on the whole, 
bad-debt losses have been aston- 
ishingly small). 

With the first substantial up- 
turn in general conditions, many 
of these unfortunate but well- 
intentioned families will begin 
to find themselves in better cir- 
cumstances. By continued exer- 
cise of economy they can start 
to pay off some of their obliga- 
tions. And the merchant who 
neglects this psychological mo- 
ment to press for the payment 
of his old accounts will lose an 
opportunity that may not come 
again in a business lifetime. 

We are fond of telling our- 
selves that the average man is 
honest. This is at once a truth 
and an exaggeration. Much de- 
pends upon one’s definition of 
honesty. It is true that perhaps 
95 per cent of the people want 
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to pay their obligations, and will 
do so under normal conditions. 
But hard times come a-knockin’ 
at the door. They can’t possibly 
pay what they owe. And as the 
obligations run along from 


month to month, they become 


less concerned about them. Fi- 
nally, when they are once more 
in a position to do something 
about these accumulated bills, 
they may lack the moral courage 
and stability to buckle down and 
pay them off. Thus we can say 
with a fair degree of accuracy 
that only those merchants who 
press these old-standing obliga- 
tions systematically can hope to 
realize much of anything on 
them. Here and there, a heroic 
debtor will struggle through and 
pay without a reminder. But 
these are few and far between. 
You must go after them if you 
expect to get them. 

I do not mean to infer that 
you should resort to hard-boiled 
or high-pressure tactics; in fact, 
in most cases such action is not 
indicated. You have already 
gone through that sort of thing 
long ago, and the ‘debtor has 
proved adamant. This is a peri- 
od when we seek, primarily, to 
rekindle the debtor’s sense of re- 
sponsibilty; to give our old bill 
the status of a current account. 
We can best do this by indicat- 
ing an attitude of friendly help- 
fulness, and showing that we 
still have faith in the debtor, 
and are counting on his good 
intentions. 

Having given the old account 
a “rest cure” of six months or a 
year, we now return to the case, 
with a letter something like this: 

Dear Mr. 

It has been a long time since 
we have said anything about the 
bill you owe us. The amount is 
$37.85, and dates back to : 

We have felt all along that you 
would pay this bill just as soon 
as you were able. How are things 
with you these days? Could you 
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let us have at least a part of the 
amount by the first of the month? 
It would be a big help right 
now. 
May we hear from you, please! 
eer ae 

It must be a hardened debtor, 
indeed, who can resist such an 
appeal to his sense of fair play. 
If he is at all able to do so, he 
will make at least a small pay- 
ment on account. And having 
again counted the bill in as a 
current obligation, he will usu- 
ally find a way to clear it up 
within a reasonable period. 

This mild and friendly letter 
makes a very interesting play on 
debtor psychology, which it 
would be well for the creditor 
fully to understand. There is, in 
each normal human being a 
strong, latent instinct to retain 
the respect, confidence and 
good-will of our fellows. We 
want to be well thought of. It is 
thus with our debtor. He would 
have liked to pay that bill on the 
due date; but he could not, or 
felt that he could not, organize 
his affairs in order to do so. 


As the months slipped past, 
our debtor naturally concluded 
that he had lost the confidence 
and esteem of the creditor; that 
he was, in a sense, a social out- 
cast in that quarter. Then along 
comes this letter with the wel- 
come news that he is still looked 
upon as a struggling faithful. 
The creditor still believes in 
him. He isn’t forsaken, after all. 
The debtor’s pride is touched. 
He feels new’ moral strength 
surging through him. He will 
show them! He will justify that 
confidence. 

And there is one thing more, 
it must be admitted, that plays a 


part in this reformation— the 
debtor’s sense of showmanship. 
He shrewdly senses, though he 
may not fully appreciate, that a 
payment at this time will make 
him something of a hero. No 
one who has never paid an old 
bill can fully appreciate the ex- 
hilaration that it brings. The 
debtor gets a big kick out of pic- 
turing himself as a martyr who 
has struggled under a crushing 
burden, and has at last, in spite 
of obstacles fulfilled his obliga- 
tion. 

And the creditor, it must be 
admitted, does his part to sus- 
tain the impression. The pay- 
ment of a current account is not 
news; but the man who, after a 
lapse of years, pays an old and 
almost forgotten bill, is the sub- 
ject of general handshaking and 
backslapping. He is pointed out 
as a man of sterling character 
and unswerving purpose. In the 
old days, it was always the man 
who was a little late in settling 
his grocery bill who was reward- 
ed with the gift of a_ nickel 
cigar. Human nature is like 
that. 

An uncle of mine once ran 
for a minor county office against 
an opponent whose platform 
argument was that he had had 
the strength of character to win 
his way back from a life of sin 
‘and degradation, and become 
once more a Representative Citi- 
zen. 
Uncle Fred could make no 
such claim. A deacon in the 
Presbyterian church since early 
manhood, he had, unfortunately, 
always enough 
strength of character to avoid 
the primrose paths entirely. He 
was quite badly licked. 


possessed 





Another article by Maxwell Droke will appear in 
Hardware Age for August 18th. 
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The Hardware Age 


Talkerticket 
for July 


OTHING peps up a win- 

dow display more than 

an attractive dress of 
price tickets. Each season has 
its requirements in this depart- 
ment of window trimming and 
the present hot season calls for 
the coolest and most inviting 
ticket trims available. 


This month’s design is in light 
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by J. A. WARREN 
Associate Editor, Hardware Age 


peacock blue, medium blue and 
white. These colors in combina- 
tion are refreshing in their sug- 
gestion of coolness. The top half 
of the ticket is the part to go in 
light peacock blue. This may be 
obtained by tracing the curve 
line on a piece of stout card and 
then catting along this line with 
the shears. When this is cut it 





makes a guide by which a nume 
ber of cards may be quickly 
marked for coloring with the 
light blue. 

The lettering throughout this 
ticket is in medium blue, dark 
enough for easy reading. The 
bottom half of the card is, of 
course, left white. 

The matter of the right kind 
of copy has been stressed in this 
series of articles, but it cannot 
be overstressed. Short, value- 
creating phrases are necessary 
for best results in writing talker- 
tickets. The thought in the ticket 
illustrated is an example of such 
phrases. “It tastes better from 
thin glass” will suggest quality 
and satisfaction to the purchaser 
of beverage sets. Search every 
source, such as jobbers’ catalogs 
and manufacturers’ literature, 
for thoughts that will make the 
customer want to buy. It will pay 
well for the time and effort. 
Avoid such hackneyed and mean- 
ingless terms as “special,” 
“marked down,” “bargain,” etc. 
They merely tear down the value 
of the article offered. You can- 
not expect your customer to 
think well of your merchandise 
if you write cards that suggest 
that you merely wish to get rid 
of them. Better convince him 
that he needs the merchandise. 

When you make a sufficient 
number of these tickets all the 
same size and color scheme you 
will be surprised and delighted 
with the power of their repetition 
to make your window display 
step out of the ordinary class. 
These tickets alone play such an 
important part in the display 
that you can change the appear- 
ance of the entire window simply 
by changing the ticket trim. 


HARDWARE AGE 



























& 


Hct 








gat 








of 











How the New Taxes Affect 
the Hardware Business 


Severe Penalties Are Provided to Prevent Pyramiding— 
Law Definitely States Stocks Bought Prior to June 21 
Tax Free Must Be Sold Tax Free—Regulations Consid- 


ered Complete and Clear, 


Yet Further Interpretations 


May Be Expected 


By L. W. MOFFETT 


Washington Representative, HARDWARE AGE 

ANUFACTURERS’ excise 
M taxes on mechanical refrig- 

erators, sporting goods and 
firearms, effective June 21, cover im- 
portant items of the hardware trade 
which are included in the Revenue 
Act of 1932. While regulations have 
been issued by the Bureau of Inter- 
nal Revenue pertaining to the taxes, 
their scope and application, it is 
probable that further interpretations 
will be required before they are com- 
pletely understood. 

The regulations, however, are gen- 
erally conceded to be rather com- 
plete and clear, and no doubt will 
make the taxes operate more smooth- 
ly than they would otherwise. The 
principle of all the levies is that they 
shall rest against the finished article 
as it goes to the ultimate consumer. 
The thought is to avoid pyramiding, 
for which severe penalties are pro- 
vided. The term “finished product” 
obviously is relative because what 
may be a finished item for one pro- 
ducer may be raw material or semi- 
finished material for another. 


Mechanical Refrigerator 


This may be shown as it pertains 
to mechanical refrigerators and re- 
frigerator components which take a 
tax of 5 per cent. This tax is im- 
posed on the sale by the manufac- 
turer of household refrigerators and 
their parts. It does not apply to re- 
frigerators cooled by ice or to com- 
mercial refrigerators of any type. 
Where a household type refrigerator 
is sold, the tax is based upon the 
sale price of the assembly, which 
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includes all components, and _ all 
parts and accessories. A manufac- 
turer of refrigerator components may 
sell such articles tax free to a manu- 
facturer, but if the manufacturer of 
household refrigerators buys compo- 
nent parts upon which a tax has been 
paid he may take credit against the 
tax on his sale of the completed re- 
frigerators to the extent of any tax 
paid on components used in its man- 
ufacture. In selling the refrigera- 
tors to jobbers or dealers, he includes 
in his invoice the amount of the tax 
and passes it on and is thus reim- 
bursed. The collection of taxes is 
made from the manufacturer. The 
jobber includes the exact amount of 
tax he paid in his invoice to the 
dealer and the dealer in turn in sell- 
ing to the ultimate consumer is per- 
mitted to add the tax to his sale. 
Stocks on hand on which no tax 
has been paid must be sold tax free. 
The penalty for selling tax free stock 
on hand with the tax added is $1,000 
fine and a year in prison. Take an 
item taxable at 5 per cent selling for 
$1 by the manufacturer to the job- 
ber. The manufacturer would make 
out an invoice of $1.05, separately 
itemizing the 5-cent tax. The jobber, 
no matter at what price he sold to 
the dealer, would also add only 5 
cents and the dealer in turn is re- 
quired to charge no more for the 
tax but is not required to note this 
item in his sales. If the dealer bought 
direct from the manufacturer, the 
same principle applies, the dealer’s 
charge for the tax not exceeding the 
actual amount paid by the manufac- 


turer. 
Under the sporting goods regula- 


tions are given the following items 
illustrative of those subject to tax: 
All paraphernalia, equipment, and 
uniforms specially designed for or 
commonly used in athletic contests, 
archery, baseball, football, basket- 
ball, cricket, curling and_ similar 
games or contests, canoeing, bowling, 
non-commercial fishing, fencing, ten- 
nis, golf, boxing, etc. Articles which 
are exempted include the following: 
Gymnasium and playground equip- 
ment, including rowing machines, 
trapeze rings, punching bags, dumb- 
bells, Indian clubs, parallel bars and 
similar articles. There are other ar- 
ticles used in sports or games which 
by reason of their general use for 
other purposes are not subject to the 
tax, fixed at 10 per cent, unless sold 
as a part of a uniform. Among such 
articles are bathing suits, sweaters, 
trunks, athletic underwear, plain 
rubber-soled shoes, hose belts and 
similar articles. Children’s toys and 
children’s games are not taxable. 


Fishing Tackle 


The item of fishing lines has been 
the subject of interest as to whether 
it is taxable since the same product 
may be made by the manufacturer 
for cordage, drapery strings, etc. The 
manufacturer would have no way of 
knowing for what purpose they may 
be used. The Bureau has ruled that 
fishing lines alone are not taxable. 
But if a hook, sinker, bobber, etc., 
are attached and they are to be used 
for non-commercial purposes the tax 
applies. 

A question which has not as yet 
been ruled upon relates to the status 
of sales of athletic goods to schools. 
Tax attorneys-who have studied the 
matter declare that court decisions, 
especially the United States Supreme 
Court opinion in the so-called In- 
dian motorcycle case, make it clear 
such goods are tax exempt when sold 
to institutions wholly supported 

(Continued on page 56) 
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One $2.00 Ham- 
mer in Official 
Test Gave Service 
Equal to 466 Ten 
Cent Hammers— 
Cheap Tools Seen 
as Cause of Seri- 
ous and Costly 
Accidents 















Cheap Tools are 
Expensive 


HEAP tools can be very 
C expensive. Quality tools 

in scientific tests have 
been proved more economical in 
service, and are found to offer 
greater safety in constant use, 
than many so called cheap tools. 
An appalling number of painful 
injuries have been traced directly 
to accidents caused by cheap 
tools not standing up in constant 
service. The actual costs of such 
accidents have run into hundreds 
and even thousands of dollars. 
Often a little larger initial in- 
vestment in better tools would 
have prevented the majority of 
such accidents. These facts in 
detail have been braught to light 
by the Department of Labor, 
State of New York, through its 
Bureau of Industrial Hygiene. In 
a bulletin entitled “Hand Tool 
Accidents, Their Cause and Pre- 
vention” the Bureau gives rather 
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startling data on the high cost of 
inferior grade tools. That high 
cost is established on the basis of 
wearing qualities and a study of 
specific accidents caused by pre- 
mature wearing or breakage in 
use, where cheap tools were 
used. 


The Tests 


The Bureau submitted  sev- 
eral tools to Dean Bliss, New 
York University, for tests to 


prove the costliness of  in- 
ferior tools. A ten cent ham- 
mer was tested and compared 
with one of $2 grade. Cost per 
hundred blows on the cheap 
hammer was .67c. while on the 
$2 tool it was .03c. In the 
laboratory it was found that one 
$2 hammer would last as long as 
466 ten cent hammers of the 
grade tested. Comparing these 
prices, the cost of hammers of 
the cheap grade required for the 
job would be $46.60 as against 
an outlay of $2. 

The bulletin from the Bureau, 
speaking of the tests, said, 
‘What is true of hammers in this 
example is true of all tools from 
the simple ice pick to the more 
complicated brace and bit or 
breast drill. A little more must 
be paid for the tools that are safe 
to handle simply because it costs 
more for material and workman- 
ship to make them. 

“The best grade hand tools are 
stamped with the maker’s trade 
mark. This is a safeguard for 
both the maker and user. In case 
of complaint against a tool, the 
maker can identify it. The user, 
if he is not satisfied with a tool, 
knows where to lodge a com- 
plaint. Makers of tools will not 
stamp them without being assured 
of their good quality.” 





“Hardware News” Builds Business 


for Thompson & Co. 


HOMPSON & CO., Mount 
Jewett, Pa., a town of 1400 
population, uses a miniature 
newspaper style in its adver- 
tising space in the Mount Jewett 
Echo. The “Hardware News” 


contains brief sales talks, offers 


special values and carries a fla- 
vor of humor and philosophy. 
Pen sketches frequently liven up 
the ad. Many compliments from 
customers prove its popularity. 
Other hardware dealers have 
used this style effectively. 
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Bust Among Ourselves 


by CHARLES J. HEALE 


L. DUFFUS, in the N. Y. 

¢ Times, tells a story about 

a western contractor who asked 
a Reconstruction Finance Corp. 
official if a bank in a certain town 
was going to get a requested loan. 
Asked why, the contractor is said 
to have replied, “I have a con- 
tract to build a schoolhouse in 
that town. The bank is fiscal 
agent for the school board. If 
you make that loan to the bank, 
the bank will make the loan to 
the school board and I’ll get the 
$27,000, that is due me.” Mr. 
Duffus continues, “Further con- 
versation developed the fact that 
by the time the school board had 
paid the contractor, the contrac- 
tor had paid his own creditors 
and the creditors had cleared up 
their own debts—the $27,000 
would have done at least $250.- 
000 worth of work. The loan as 
it turned out, was made. This 
is an illustration of the manner 
in which the R.F.C.’s huge reser- 
voir of credit, amounting poten- 
tially to $2,000,000,000, is fed 
into the commercial arteries of 
the country. “And this is a true 


story; one of the many that 


could and perhaps should be 
told. This is real constructive 
work, being done well and very 


much to the credit of the R.F.C. 


—- HA —— 


No less an authority than the 
U. S. Department of Commerce, 
tells us that chain stores are go- 
ing to make a special effort to 
“add the personal touch.” One 
chain group is using the names 
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Editor, Hardware Age 


of store managers in its local 
advertising. Almost all of them 
show the manager’s name on a 
prominent sign in the store. 
Many of them furnish each clerk 
with a name button. “Personal 
touch” is worth real cash money 
in any business, but particular- 
ly in the retail business is it the 
greatest asset. The independent 
retail hardware merchant has 
this factor, without any effurt on 
his own part. The most success- 
ful merchants I know, use it, too, 
with discretion, of course. The 
chain stores know this lack of 
personal touch is their one out- 
standing weakness. They know 
also that it is one of the strongest 
ties to retail customers. Let’s 
sign a pledge to make the most 
of our available “personal 
touch” but not expect it to 
struggle along without the nec- 
essary auxiliaries, such as good 
values and a decent store. 


cee FE 


ERE’S another one on the 

chains. They find their sales 
dropping violently and probably 
cannot find the easy ready 
money of yesteryear with which 
to add more and more stores. 
So they are issuing orders that 
their goal must be “profit and not 
volume.” This is fundamental. 
The craze for volume ruined 


more good business in recent 


years than almost any other sim- 
ple cause. I know of eight whole- 
salers who cut out their bad ac- 
counts, decreased their volume 
and increased their profits. I 





admit it was four years ago, but 
the principle is right. One 
wholesale firm reduced its num- 
ber of accounts 21 per cent, re- 
duced its sales 33 1/3 per cent 
and actually turned from a seri- 
ous loss to a neat little profit in 
one year. 
a e 


In 1914 a two plow tractor cost 
the farmer $1,450. In 1932, the 
same investment will purchase: 
a general purpose tractor plus 
two bottom tractor plow, 8 foot 
double action disk harrow, four 
section, 24 foot drag harrow, 
manure spreader with tractor 
hitch, tractor-pull mower and, 
says the John Deere Plow Co., 
the farmer has enough cash left 
over to pay for 1265 gallons of 
distillate at 8 cents—sufhcient to 
“run for one year on the average 
farm. That’s a striking and in- 
teresting comparison of today’s 
values with the prices of 1914. 
The dollar certainly has buying 
power. The next step is to find 
ways and means to get the dollar. 


— HA 





“Notice they have the HONOR 
SYSTEM here in selling newspa- 
pers—a large padlock is on each 
box where the cash is” writes J. 
A. Warren, from Washington, 
D. C., where he is digging out 
some merchandising ideas for 
editorial use in future issues. 
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Window Display Suggestions 


O coax dollars from pros- 
pective customers on hot 
days nothing is more effec- 
tive than cool looking, sprightly 
windows. Here are examples 
that have these qualities. The 
lure of fishing, the thought of a 
cool porch, well painted; cool 
drinks and ice cream. All these 
appeals are presented in an or- 
derly and effective manner. 
The fishing tackle window 
comes from Kelly-Duluth, Du- 
luth, Minn. The paint display at 
the foot of page 33 is by Schla- 
fer Hardware, Appleton, Wis. 
On page 35 you will find an 


(Continued on page 35) 
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HE other day an old 
friend showed us a patent 


on which he was very en- 
thusiastic. He had been asked to 
put money into the development 
of this patent. He had almost 
signed a check for a large sum 
of money. Then he thought as 
we have a good deal of experi- 
ence with patents he would just 
drop in to see us before he 
signed on the dotted line. 

We told him first of all, even 
if a patent is granted by the gov- 
ernment, nothing is absolutely 
sure about that patent. The gov- 
ernment does not guarantee 
patents. No patent is a sure 
thing until there has been litiga- 
tion and there are decisions of 
the court upholding the patent. 
These facts, of course, are quite 
generally known. The advice, 
however, we gave our friend 
was, first of all before he put 
any money into this patent, to 
find out from the people with 
whom he was dealing what obli- 
gations they had entered into 
with others in regard to the 
patent before they; came to him. 
Just look up this one point, we 
said, and then drop in to see us 


again. 
The next week he called 
again. He had found upon in- 


vestigation that about 75 per 
cent of the rights to this patent 
had been pledged in future stock 
to be issued by the company to 
other parties who were either in- 
terested in discovering or de- 
veloping the patent, or who had 
put up money to help along. 
Naturally, under these condi- 
tions our friend did not care to 
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The Story Told 
by Failures 





by SAUNDERS NORVELL 


invest. As a matter of fact, this 
patent in the condition it was 
would have had to go through 
the hands of a receiver before 
all these claims could have been 
cleaned up and the patent start- 
ed on the road to development 
with any chance of success. 


Went Too Fast 


In another case a friend of 
ours was interested in a patent. 
The patent seemed to be all 
right. The company seemed to 
be set up on a strong basis, but 
all the people interested in this 
patent were in a great hurry to 
get going. They saw a fortune 
in sight. As a result, they made 
a contract with a certain com- 
pany to manufacture their patent 
for them without carefully con- 
sidering all of the manufactur- 
ing problems involved. This pat- 
ent was all right, but there were 
certain engineering features in 
connection not only with the 
manufacturing of the machine, 
but also in manufacturing the 
tools to be used in the manufac. 
ture of the machine. These 
problems had not been thor- 
oughly and carefully worked 
out. When the machine was 
finally manufactured it was 
found to cost so much that it 
could not be sold at a fair and 
reasonable price. This high cost 
was the result of lack of study 
of these manufacturing prob- 
lems, so this patent ran on the 
rocks not because it was not a 
good patent, not because it was 
not a good idea, but because the 





mechanical features of the ma- 
chine to be made had not been 
properly developed. Thousands 
and thousands of dollars were 
lost on this machine and at the 
end of this great loss of time and 
money it was found that the 
company was on the rocks and 
would have to go into the hands 
of a receiver to get straightened 
out from the manufacturing 
standpoint to take a fresh start. 

In these deals nobody was 
crooked, no one attempted to 
take advantage of anyone else, 
but the disastrous culmination 
was simply the result of lack of 
knowledge, skill and experience 
in the business involved. 

Having these experiences in 
mind the writer was very much 
interested recently when he re- 
ceived the June 18 issue of 
Bradstreet’s, a weekly business 
digest, in which there are very 
exhaustive studies and comments 
upon the cause of business fail- 
ures, which we reproduce on the 
opposite page. 


Failures In All Lines 


There are many other tables 
in this issue of Bradstreet’s 
analyzing failures of manufac- 
turers, wholesalers and retailers 
in various lines of business. A 
study of these figures is very in- 
teresting. 

For the month of May the 
number of failures in the New 
England States were 289, Mid- 
dle Atlantic 772, South Atlantic 
188, Central 539, South Central 
239, Northwestern 161, Moun- 
tain 48 and Pacific Coast 212. 
The Total failures in Canada for 
the same period are only 195. 
While the failures in the United 
States show an increase of about 
350 for the month of May this 
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year compared with last year, in 
Canada the figures for May this 
‘year are exactly the same as last 
year. 

The Eastern part of Canada 
shows the greatest increase in 
failures. In the United States 
the greatest increase in failures 
in May are mainly in the Cen- 
tral part of the country extend- 
ing to New England. It is a 
curious fact that this is also true 
of Canada. The number of fail- 
ures in May in the Northwestern 
States is one less than last year, 
with a total of 161. 

The month of May’s greatest 
number of failures, 28 in num- 
ber, in the wholesale and job- 
bing business, are dealers in 
perishable food. The next in 
number are wholesalers and job- 
bers of clothing. Hardware and 
machinery jobbers have six fail- 
ures, being one over last year. 

In manufacturing the number 
of failures in clothing are 92, 
leading the entire list. The next 
is furniture 27, the next ma- 
chine tools 15 and then printing 
and publishing 14. No hardware 
manufacturers are in the list of 
failures for May. 

In May, 10 national banks 
failed, 61 State banks, 1 private 














Number of _ Per Cent 
Failures of 
Causes of Failure 5 Months Total 
1932 
Incompetence (lacking judgment, consideration, tact 
| ee 2 ree 1,638 12.2 
Inexperience (having possibly good general qualifca 
tions but insufficient experience)......... 291 2.2 
Undertaking to do too much business for capital em- 
I oP se ae ales Pei Stina dd gh ace KG 3,441 25.7 
Granting credits recklessly or without proper consid- 
I ee rt ets ricer a aN hs RNG A Ain 8 OS ORS 146 1.1 
Total, internal causes—non-culpable. . 5,016 41.2 
Personal extravagance .................... 34 0.3 
Neglect of business, doubtful habits. .... 53 0.4 
Speculation outside of legitimate business. . 14 0.1 
Fraudulent disposition of property....... 67 0.5 
Total, internal causes—culpable. 168 1.3 
Undue competition (unable to stand sudden or un- 
scrupulous competition) ............. 196 1.5 
Unfavorable circumstances (floods, fires, trade det »pres- 
sion) IE ANE oh ao a ee 7,347 54.9 
Complication ol ‘wddnednns (failures of others) . 153 1.] 
Total, external causes............. 7,696 57:5 
Grand total 13,380 100.0 
bank, 2 investment banks and in the figures of the liquidation 


one insurance compafly, making 


a total of 75 in banking and 
financial failures. In regard to 
banks Bradstreet’s states: “In 
this connection, a valuable stand- 
ard of comparison is available 





of national banks. Operated 
under the strictest of supervision 
and with closing enforced imme- 
diately to preserve the assets, 
the national banks that have 
(Continued on page 66) 


Hardware Age Window Display Suggestions 


easy copying chart for produc- 
ing the poster for the hot weather 
merchandise display. The dark 
part of this poster should be 
painted in blue to suggest cold. 
Get the coldest blue you can ob- 
tain. The eskimo’s face may be 
done in a tan color, which will 


not only be appropriate but will. 


harmonize with the blue. Note 
in this window that the pedestal 
drapes are cut to suggest icicles. 
On page 28 we present a sug- 
gestion for a talkerticket that 
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(Continued from page 33) 


will go well with these hot 
weather windows. 


A a 








In both suggested windows the 
HarpwareE AGE interchangeable 
window display fixtures are used. 
A sheet of instruction telling how 
to make these will be sent free 
of charge and without obligation 
to any reader of HARDWARE AGE. 

The chart on this page for en- 
larging the poster makes the 
work very easy. Simply draw 
larger cross lines to correspond 
with those in the illustration and 
proceed to map out the picture. 
You will find it a very satisfac- 
tory way to produce a good copy. 
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Competing “Seconds” 


by LLEW S. SOULE 





Contributing Editor, Hardware Age 


HAT are hardware “seconds”? Is there a 
W lectin. market for them? Why are they 

so generally sold through other than hard- 
ware channels, in uncontrolled competition with 
same items of standard grade? These are questions 
which are receiving the serious consideration of 
hardware retailers and wholesalers today. 

Every manufacturer of high-grade merchandise 
has a certain standard for his trade-marked quality 
lines. Each item must pass a series of rigid inspec- 
tions; if it falls below that standard, even in the 
slightest detail, it automatically becomes a “sec- 
ond.” The manufacturer must either scrap it or sell 
it ata price. Usually he elects to sell it. 

Unquestionably there is a legitimate market for 
seconds, if the imperfections do not seriously im- 
pair the use and wear of the merchandise. If sold 
judiciously, at a price in keeping with the condi- 
tions, it is possible for them to be marketed without 
penalizing the distributors who stock and sell the 
standard first quality lines. However, if “seconds” 
are allowed to become footballs for “outsiders” 
who have no interest in the manufacturers’ standard 
lines, they can seriously affect the standing of those 
trade-marked lines as well as the business of the 


hardware retailers and wholesalers who distribute 


and sell them. 

But, some may say, the competition in question 
is not on the same quality. The dealer has standard 
goods. His competitor is selling “seconds.” 

We concede that fact; but what difference does 
it make? Many “seconds” can be and are sold as 
first quality items. Where sold as “seconds,” the 
competitive seller contends that they are just as 
good, so far as use and wear are concerned, as the 
“firsts.” He has no money invested in the standard 
items. His job is to sell the “seconds,” not merely 
to those who cannot afford to pay the standard 
prices, but to all who can use the item in question. 
It is not his policy to point out defects, but rather 






to minimize them; to intimate that standard prices 
are too high in comparison. 

Meanwhile the hardware merchant who stocks the 
standard quality is often’unable to successfully com- 
bat those arguments because he has no “seconds” 
for comparison; no equal price values to offer. Nat- 
urally he wonders why his mass distributing com- 
petitors are so favored; why the wholesalers and 
retailers who stock the standard items are not like- 
wise given the “‘seconds”’ to sell. 

But, some manufacturers say, “the hardware 
wholesalers can’t take our ‘seconds’; they can’t han- 
dle the quantities involved.” How do they know? 
Have they approached the wholesalers on the ques- 
tion? Have they offered the same quantities at the 
same prices afforded to other distributors? 

We believe that the hardware wholesalers can, and 
will, if allowed to, willingly handle all the “sec- 
onds” of reputable manufacturers of standard 
hardware items. We believe that the marketing of 
such seconds through regular hardware channels 
would not only protect the manufacturer’s price 
structure, but would increase his sales of standard 
goods. We believe that such action generally would 
do much to stop the trend toward the stocking of 
cheap, unknown, low quality goods—often of for- 
eign make. - 

Hardware wholesalers and retailers with money 
invested in standard items have no incentive to force 
out “seconds” at the expense of those items. Their 
natural inclination is to sell the standard items 
whenever possible, but to have the “seconds” for 
those unable or unwilling to buy “firsts.” In other 
words, it is to their advantage to use “seconds” to 
build sales of standard lines. 

It is hoped that manufacturers generally wili 
come to a realization of these facts and route their 
“seconds” through the regular hardware channel; 
the channel on which they depend for the bulk of 
their profits; the channel which is friendly to their 
standard lines. They cannot hope to attain profits 
by competing with themselves. 
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Letters to ne Editor 


Building Prosperity 

PittspurcH, Pa.—Your editorial 
“Build Prosperity,” which appears 
in the June 9th Harpware AcE, like 
so many of your editorials, certainly 
hits the nail on the head. 

This is somewhat up the same al- 
ley that I have been discussing with 
our people here and others recently. 
We are faced with severe competi- 
tion on the part of the big mail or- 
der houses, who are offering, for ex- 
ample, foreign-made barbed wire at 
prices entirely below the possible 
reach of the American-made prod- 
ucts. The point that I have been 
talking is that it would be an excel- 
lent thing for jobbers and merchants 
comprising the regular trade and 
American manufacturers, particular- 
ly those who do not look to the mail 
order houses for distribution, if the 
consuming public would come to 
look upon mail order houses and the 
five-and-ten chains as the leading 
merchandisers of foreign-made 
goods. 

It occurs to me that signs for mer- 
chants’ stores could be furnished by 
manufacturers, making a declaration 
somewhat to the effect that “It is our 
aim to encourage the sale and use of 
American quality merchandise made 
in America for America’s prosper- 
ity.” You will notice this declara- 
tion does not completely exclude the 
possibility of a merchant handling 
some foreign merchandise. 

Obviously, however, jobbers and 
merchants taking part in such prop- 
aganda should not be guilty of the 
same practices as the mail order 
houses of encouraging the importa- 
tion and sale of foreign merchan- 
dise. 

I believe you and I agree that the 
next few years is going to show a 
more definite drawing of lines, for 
example, between manufacturers 
who sell mail order houses and those 
who do not, so why not illuminate 
the line to be drawn between those 
merchants who favor American mer- 
chandise and American prosperity 
and those who want to sell merchan- 
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dise at the cheapest possible price, 
the welfare of their customers be 
damned. 
ELMER T. WIBLE, 
Advertising Manager, 
Pittsburgh Steel Company. 





American Products 


INDIANAPOLIS, IND.—In the June 
9th issue of the HarDwareE AGE there 
appears an editorial entitled “Build 
Prosperity by Selling American 
Made Merchandise.” You have ex- 
pressed the sentiments that we have 
held for many years to the effect that 
if goods made abroad are purchased, 
then we only have the goods; but if 
American industries are supported, 
then we have the goods and the 
money, too, and the employment of 
our labor at fair wages. 

Another thing you have said 
which should be impressed upon the 
mind of every American citizen, viz., 
that there is no economy in cheap- 
ness. The American public wants 
value, and, above everything else, 
the assurance of reasonable incomes. 

Of late the hardware trade of this 
country has to a very large degree 
been using a great big chisel, and 
hammering it down the backs of 
manufacturers all along the line for 
the purpose of getting them to re- 
duce prices, just as if that sort of 
thing can be done without reducing 
quality, and without reducing wage 
scales. 

Some of the poor quality stuff that 
is now being put on the market as a 
result of this pounding and chiseling 
is not fit for anybody to purchase, 
and instead of its being economical 
for them to buy such stuff, it is just 
the reverse. 

For one, we want to thank you for 
your able editorial on this subject, 
and we sincerely hope that you will 
keep on writing along the same lines 
and thereby help to build the senti- 
ment and desire of the purchasers 
for better quality tools, hardware 
and everything else, instead of for 
the “cheep-cheep” stuff, because no 


industry, and no country, for that 
matter, can survive that sort of busi- 
ness. 
N. A. GLADDING, 
Vice-President, E. C. Atkins & Co. 





The Dameron Survey 


PHILADELPHIA, Pa.—Your editor- 
ial on the Kenneth Dameron Survey 
was certainly very creditable, and I 
think you performed a real service 
to the hardware industry in writing 
it. 

Georce A. FERNLEY, 
Secretary-Treasurer, 
National Hardware Association. 


CLEVELAND, OnI0.—We want to 
commend you for the manner in 
which you are handling the report 
of the Electrical Merchandise Joint 
Committee survey report (Dameron 
Survey). We have some understand- 
ing of the clever engineering and the 
real purposes of a number of utility 
merchandising surveys that have 
been conducted during the last five 
years. The sooner the merchants get 
to analyzing some of these so-called 
surveys, the sooner the utilities will 
quit their merchandising activities. 

The enclosed editorial from the 
June 10th issue of the Lorain, Ohio, 
Journal is sent you as an indication 
of some of the forces that are at work 
under cover—forces of which the 
public knows too little. (Refers to 
current tax to be paid by public, in- 
stead of by utilities as originally 
planned.) We consider this partic- 
ular accomplishment of the power 
people to be one of their biggest 
blunders, as the residential and com- 
mercial consumers (the big profit 
customers) can easily economize in 
their use of current to the extent of 
10 per cent without material injury 
or inconvenience to themselves, and 
they certainly can cut down their 
consumption 3 per cent to equalize 
the tax, and this we fear will put the 
four wheel brakes on the sale of cur- 
rent-consuming appliances. 


The Hardware Trade should be 
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keenly interested in this phase of the 
matter, and it would seem that they 
should join in the national move- 
ment to bring about reasonable rates 
for gas and electric service, so that 
the use of appliances will not be re- 
tarded. The water utilities show the 
right attitude by not trying to run 
every branch of business connected 
with the use of water, and the gas 
and electric utilities will come to it 
when the public comes out of its 
Rip-van-Winkle. 
A. B. Watton, President, 

The American Bureau of Commerce. 





Prices and Living Standards 

Wuee.inc, W. Va.—The policy 
of emphasizing price only and dis- 
regarding quality in a sense seems 
to be a departure from the best prac- 
tices of American business. 

Naturally, if any considerable por- 
tion of the American workmen are 
not employed — they automatically 
cease to be customers for the prod- 
ucts produced by the other portion 
of American workmen. This is some- 
thing, it seems to me, that all of us 
do not at times give consideration to. 
In a sense, it is somewhat selfish to 
think only of ourselves when buying 
and very often rightly works against 
our own best interests. 

We are passing through a very 
trying period when it becomes every 
last one of us to contribute our full 
part toward getting the machine on 
its way again. A first step, it seems 
to me, will be to consume American- 
made goods. Then we furnish em- 
ployment for Americans; we furnish 
payrolls and we keep the money at 
home and to much greater extent 
than many realize are benefiting our- 
selves. 

Money so spent is again immedi- 
ately put into circulation, and we 
may get frequent opportunity to par- 
ticipate in its working ability. When 
we send it out of the country much 
of it is gone forever; all of it for 
quite some time to come. 

We feel that in the main American 
manufacturers recognize conditions 
and, save in very few instances, have 
adjusted their prices to a level more 
in keeping with the state of the public 
purse. Even where there is a slight dif- 
ference when we use American-made 
goods we at least have the conscious- 
ness and satisfaction of contributing 
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our mite to the welfare of others. 
This, after all, is much to be pre- 
ferred to having ever present shut- 
down of mills and factories, and the 





resort to welfare, relief, charity, etc., 
etc., work. 
W. F. Kennepy, President, 
Ott-Heiskelt Company. 





Letters on the Dameron Survey 
(Continued from page 23) 


ware trade and in favor of the de- 
partment store field? 

In the press release of the Dry 
Goods Association, the explanation, 
“the manufacturer reported his sales 
to retailers by type of outlet, indicat- 
ing the per cent of total sales to each 
outlet and the number of dealers 
served,” does not specify that “direct 
sales only” are included in your sur- 
vey. This particular statement may 
and has been interpreted to mean all 
sales, direct and through wholesalers. 
Nowhere in this press release is there 
any mention that subsequent surveys 
are to be made which will include 
wholesaler distribution nor that such 
subsequent surveys will “augment the 
relative importance of such retail out- 
lets as drug and hardware stores.” 
Intentionally or otherwise, this press 
release permits misleading interpre- 
tation of the actual objective of your 
work in this connection, and is as un- 
fair to you and your reputation as it 
is unfair to the hardware trade. 

Presumably Electrical World, 
Printers’ Ink and the U. S. Depart- 
ment of Commerce publication Do- 
mestic Commerce based their pub- 
lished statements on this same press 
release. Certainly their editors will 
be considered competent to judge 
press releases and their content. Cer- 
tainly these editors have more than 
average experience with surveys and 
with press releases on surveys, so that 
if they are placed in the position of 
supplementing a misleading interpre- 
tation of your survey, it is to be ex- 
pected that others less experienced in 
such matters will do the same. 

As your office is at the same address 
as that of the Dry Goods Association 
and you share a common telephone 
number, editors receiving this press 
release prior to a copy of your com- 
plete printed report, are justified in 
believing that the press release has 
your approval and that it would not 
be distributed without your sanction. 
Yet this can hardly be so, in view of 
the last paragraph of your letter. 
Here you regret the “many misunder- 
standings which have attended this re- 





port on manufacturers sales to retail- 
ers.” 

A specific statement from you re- 
garding the omissions, in the press re- 
lease would be a great help in clearing 
up the misunderstandings which I am 
sure you do regret. Will you please 
make such statement for publication 
at the same time answer the other 
points raised in this letter? 

Will you also please advise us in 
writing : 

1. How many individual manufac- 
turers contributed data? 2. Specifi- 
cally what electrical appliances are 
included in your study? 3. How 
many manufacturers are represented 
in each classification of the individ- 
ual electrical appliances? 4. Did re- 
turns from manufacturers of table ap- 
pliances report an absolute zero for 
the hardware trade? 5. Were all re- 
ports-.given in percentages? If so, 
how were final or published figured 
developed? 6. Did all or any mem- 
bers of the Electrical Merchandising 
Joint Committee know that this sur- 
vey was to be made? Did they know 
how it was to be made? Did they see 
your complete report before it, or the 
press release were distributed? Did 
your report have their approval? 7. 
Did the National Retail Dry Goods 
Association press release have your 
approval? 8. Did it have the ap- 
proval of the Committee members? 
9. If the answer to the two previous 
questions is “no” in both cases or in 
either, who is responsible for the 
press release version of your complete 
report? 10. Do you agree that in the 
abbreviated press release form the im- 
pression conveyed is misleading? 

Your complete answer to this letter 
will, we are sure, clear away perma- 
nently the misunderstanding that has 
unfortunately attended the reception 
of your sincere market study efforts. 

Our issue of July 7, which will in- 
clude publication of your letter of 
June 28 and of this letter to you, 
goes to press Friday at 10 a.m. May 
we have your reply by that time? 


Mr. Dameron declined to make any 
further comment for publication at 
this time.—Eb. 
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Mount Dora, Fra.: Furnish address 
of the Silex Co., makers of coffee ma- 
chines.—Mount Dora Hardware Co. 

ANSWER: One Laurel St., Hartford, 
Conn. 

* * * 

NorFoik, VaA.: Provide address of 
the manufacturer of Wear-Ever alum- 
inum.—Small Hardware Co. 

ANSWER: Aluminum Cooking Uten- 
sil Co., New Kensington, Pa. 

* * * 


PHILADELPHIA, Pa.: Who makes the 
Bauer door periscope?—Adolph Soef- 
fing & Co. 

ANSWER: Home Protector Device 
Corp., 2230 Bathgate Ave., Bronx, New 
York City. 


&* + 


Locust Vatiey, N. Y.: Furnish 
names and addresses of several manu- 
facturers of plant tubs.—W. E. Brit- 
ton & Sons. 

ANSWER: Richmond Cedar Works, 
Richmond, Va.; E. F. Schlichter Co., 
Fuller Bldg., Philadelphia, Pa., and 
Pierpont Mfg. Co., Savannah, Ga. 

* * * 


St. Epwarp, Nes.: Provide name 
and address of the firm making incu- 
bator thermometers marked Amer 
Thermo.—Charles A. Richey. 

ANSWER: American Thermo Ware 
Co., 16 Warren St., New-York, N. Y. 


*& + 


Guiencove, L. I., N. Y.: Who makes 
Sisalcraft sheathing paper?—Charles 
of Glen Cove. 

ANSWER: Sisalcraft Co., 205 W. 
Wacker Drive, Chicago, Il]. This firm 
has New York City branch office lo- 
cated at 55 W. 42nd St. 


& 2+ © 


RusHvILLe, Inp.: Who makes the 
Royal Regent gas range?—E. E. Polk. 

ANSWER: Regent Stove Co., De- 
troit, Mich. 

* & & 

Monrcrair, N. J.: Who makes a 
two-hole galvanized milk bottle holder? 
—R. Mockler. 


ANSWER: Stanley Works, New 


Britain, Conn. 
* & % 


BENNINGTON, Vt.: Provide names 
and addresses of several manufactur- 
ers of coal stokers.—A. H. Winslow, 
Inc. 

ANSWER: Vitadise Corp., Roch- 
ester, N. Y.; Chas. K. Ernst, Inc., 995 
E. Ferry St., Buffalo, N. Y., and 
Neemes Foundry, Inc., Troy, N. Y. 
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Information regarding sources 
of supply as provided readers 
of Hardware Age by its Buyers’ 
Catalog Department is _pre- 
sented here as an aid to others 
seeking the same articles. 





ENTERPRISE, Kan.: Who makes an 
electric grinder retailing at around 
$20, and which has a flat grinding 
stone above an enclosed electric motor? 
—Louis Mulanax Hardware. 

ANSWER: Pike Mfg. Co., Pike, 
N: HH. 

* * * 

Jackson, Wyo.: Who makes old- 
fashioned black or brown japanned 
tin candlesticks?—Jackson Mercantile 
Co. 

ANSWER: National Enameling & 
Stamping Co., Milwaukee, Wis. 

* *% * 


SHEBOYGAN, Wis.: Where can books 
on metal and wood pattern making be 
procured?—Frank Geele Hardware 
Co. 

ANSWER: Scientific Book Corp., 15 
E. 26th St., New York, N. Y. 


+ + 


Epcerton, Wis.: Who makes white 
porcelain table tops to order?—Hain, 
Livick & Arthur. 

ANSWER: Enamel Products Co., 
Eddy Road, Cleveland, Ohio; Porce- 
lain Enamel & Mfg. Co., Eastern Ave., 
Baltimore, Md., and Marietta Hol- 
loware & Enameling Co., Marietta, Pa. 


* 2 


LAKE Orton, Micu.: Who makes 
Beetleware?—Speaker & Son. 

ANSWER: Beetle Ware Corp., 535 
5th Ave., New York, N. Y. 


Hampen, N. Y.: Where can we buy 
insulating cork 114 to 2 inches thick 
for insulating refrigerators ?—Roscoe 
W. Secord. 

ANSWER: Cork Insulation Co., 
Marshalltown, Del.; Interstate Cork 
Co., 111 Imbay St., Brooklyn, N. Y. 
and Paddock Cork Co., 1211 DeKalb 
Ave., Brooklyn, N. Y. 


*% * * 


Frankuin, N. H.: Who makes solid 
end wrenches in sets under the trade- 
name Craftsman?—Clarence P. Stevens 
Co. 

ANSWER: Marion Craftsman Tool 
Co., W. 11th St., Marion, Ind. 


* * * 


PHILADELPHIA, PAa.: Where can we 
purchase Hi-Heat stoking tools, such 
as an engineer’s firing hoe?—Pusey 
Hardware Co. 

ANSWER: Paul Huyette Co., 18th 
& Market Sts., Philadelphia, Pa. 


* * 


ScorrsviLLE, VaA.: Furnish names 
and addresses of several manufacturers 
of sewer pipe.—Scottsville Hardware 
Co., Inc. 

ANSWER: Laclede- Christy Clay 
Products Co., 411 N. 7th St., St. Louis, 
Mo.; Logan Clay Products Co., Logan, 
Ohio, and Lewis McNutt, Inc., Brazil, 
Ind. 


* * * 


Hutcuinson, Kan.: Furnish names 
of several companies making hot air 
gas furnaces for burning gas exclu- 
sively—Nelson Hardware Co. 

ANSWER: Pacific Gas Radiator Co., 
7541 Roseberry St., Los Angeles, Cal.; 


«James B. Clow & Son, 201 N. Talman 


Ave., Chicago, Ill., and Cameron Fur- 
nace Co., 206 Stanwix St., Pittsburgh, 
Pa. 

* * * 


ASHLAND, O.: Where can we obtain 
5 gallon galvanized containers, sup- 
ported by a wooden or metal frame 
which permits the container to be 
tipped for filling bottles with bulk oils, 
etc.?—Ashland Hardware Co. 

ANSWER: Sexten Can Co., Everett 
Station, Boston, Mass.; Morrison Bros., 
Dubuque, Ia., and F. H. Lawson Co., 


Cincinnati, Ohio. 
* * * 


GaLessurc, ILLt.: Who makes the 
Hobart mixer? — Churchill Hardware 
Co. 

ANSWER: Hobart Mfg. Co., Troy, 
Ohio. 


39 











A Marvin’s 
Store Meeting 
Story 


by LLEW S. SOULE 
Contributing Editor, 
Hardware Age 


TODAY 
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Something About 













The Salary Cost of Selling 
and the Value of the Additional Sale 


"1 HE weak point in most 
( kee stores is a lack of 
‘extra’ sales. The sales- 
men seem to think they have done 
a good job when they sell the 
customer what he came in to buy 
and they stop there. As a mat- 
ter of fact, the real profits are 
in additional sales.” 

It was James Higgins, credit 
manager of the Walters Whole- 
sale Company, talking, and he 
was addressing his remarks to 
his nephew, Bill Higgins of the 
Marvin Hardware  salesforce. 
Bill’s face grew thoughtful. “T 
guess you're right, Uncle Jim,” 
he said, “and I wish you would 
come down to our store meeting 
tomorrow night and explain it 


to our crowd.” “Well, I did in- 


40 


tend to leave for home tomorrow 
morning,” said his uncle kindly, 
“but if you really think it will do 
your fellows any good, I’ll stay 
over. Anyhow, I) want to meet 
Mr. Marvin. He seems to be a 
live wire.” “He is,” Bill replied, 
“and he’ll be mighty glad to have 
you talk to us. Besides, I’m to 
preside, and your. talk will help 
me out a lot.” 


A Special Speaker 


When the employees had as- 
sembled the following evening 
for the weekly Marvin store 
meeting, Bill rapped smartly on 
the table with his gavel and said: 
“Fellows, I have a treat in store 
for you tonight. Our guest speak- 
er is a man who has made a study 


of retail costs and profits. As 
credit manager for a wholesale 
hardware firm, he has analyzed 
the statements of a great many 
hardwaré stores. Some of the 
things he has learned from this 
work are very interesting to the 
retail salesmen, as well as the 
store owners. I take pleasure in 
introducing Mr. James Higgins, 
who will discuss the salary costs 
of selling, and the profit value of 
the extra sale.” 

Mr. Higgins briefly acknowl- 
edged the introduction, and said 
with a smile: “My friends, I 
don’t want you to regard what I 
say as anything in the nature of 
a lecture. I received my early 
training in a retail hardware 
store where I worked as a clerk. 
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I say clerk because I realize now 
that I was not a salesman, al- 
though in those days I considered 
myself one. As a matter of fact 
most of my efforts were expended 
in wrapping up the articles peo- 
ple asked for. I know now, that 
while I was a conscientious work- 
er, I was not much of a profit 
maker for the store, because 
analysis has shown me that most 
of a store’s profits come from 
selling extra items, in addition to 
what the customer comes in to 
buy. 

“In the beginning I want to 
say that every salesman should 
have the facts in regard to his 
sales, and how they compare with 
the average for the store. Mean- 
while the proprietor should have 
the following information: 

1. The total number of cus- 

tomers served during the 
year, and the average 


number served daily, 
weekly and monthly. 


The average number of 
customers served by each 
salesman for the same 
periods. 

3. The total yearly sales of 
the store, and the aver- 
age sales per day, week 
and month. 


4, The total sales per sales- 
man, and the amount of 
his average sale per cus- 
tomer. 

5. The cost per sale of each 
salesman. 


“The bulk of this information 
can be obtained from the store 
records. By dividing the number 
of customers into the sales vol- 
ume, we can determine the 
amount of the average store sale. 
Then if we divide the total 
sales of each employee by the 
number of customers he served 
over a given period, we can get 
his average sale per customer for 
that period. Finally, if we divide 
the amount of each salesman’s 
salary by the number of custom- 
ers he serves during any period, 
we get the average amount it 
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costs the store for him to serve a 
customer.” 

Stepping over to the black- 
board, and picking up a piece of 
chalk, he illustrated his point as 
follows: “Let us assume that a 
salesman in this store sold $10,- 
600 worth of goods during the 
year, and had 20,000 sales con- 
tacts with customers. Dividing 
his total sales by the number of 
customers ($10,600 - 20,000) 
we find that he sold an average 
of 53 cents worth of goods per 
customer. 


51% Cents per Customer 


“Now let us assume that his 
salary is $22 per week, or $1,100 
per year. By dividing his year- 
ly salary by the number of cus- 
tomers ($1,100 + 20,000) we 
find that from a salary stand- 
point alone, it has cost the store 
an average of 51% cents for each 
customer he served during the 
year. When we subtract this 
514 cents from the 53 cents, 
which represents his average sale, 
we find that there remains but 
471% cents to cover merchandise 
costs, overhead not included in 
his salary, and profit. 

“Now let us see the effect of a 
little salesmanship on this rec- 
ord. We will assume that he 
had sold enough additional items 
to the same customer during the 
year to boost his sales 25 cents 
per customer. His average sale 
would then have been 78 cents 
per customer, and his total vol- 
ume would have increased to 
$15,600 for the year. 

“But,” he added impressively 
—“his average cost per custom- 
er, based on salary, would still 
be only 514 cents. However, for 
a salary cost of 51% cents, he 
would have turned over to the 
store 7214 cents instead of 4714 
cents. In other words, there 
would have been no salary cost 
attached to the additional sale, 
and therefore the profit would 


have been proportionally higher 
than that of the original sale. 

“From this you can readily see 
that your worth to the store de- 
pends very much upon the size 
of your average sale.” 

“But,” interjected Van Davis, 
“Suppose a salesman increases 
his average sale, but serves fewer 
customers?” “My remarks are 
based upon the presumption that 
the salesman serves the same 
number of customers in either 
case,” said Mr. Higgins. “If he 
serves fewer customers his cost 
per sale increases. I am merely 
trying to point out the value of 
additional sales to customers.” 

“TI see,” said Van. “Our aim 
should be not to increase our cost 
per sale, but to lower it, if pos- 
sible; at the same time, in order 
to increase the store profits, we 
should try to build up our aver- 
age sale by selling the customers 
additional items.” 

“That is right,” replied Mr. 
Higgins, “so you must not neg- 
lect those customers who seem 
to be difficult to sell, in order to 
pick out those who usually spend 
freely. If you do that, you may 
lose customers and increase your 
cost per sale. At the same time, 
the neglected customers may give 
the store a bad name, which 
would be reflected in your sales 
later.” 

‘Do you think that a sales- 
man’s salary should be based en- 
tirely on his sales volume and his 
cost per sale?” queried Charlie 
Hanson. 

“No,” said Mr. Higgins, “not 
entirely. The Boss must take 
many other things into considera- 
tion. If a man has other duties 
in addition to selling, these must 
be taken into consideration. If 
an employee fails to take proper 
care of stock, leaving that work 
for others to do while he sells, 
that too must be considered.” 

“How about the small items?” 

(Continued on page 55) 
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HARDWARE AGE 


ADVERTISING SERVICE 


By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 
planned to help every hardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 

The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the descriptions to give to your 
printer with the supplied ad layout keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual fea- 
tures or special economies effected by the use of the item should be given. 
If greatly reduced, it is sometimes desirable to show former as well as 
reduced price. If any question arises concerning the use of these ads, write 
us. You'll find us willing to help you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets of mats 
of all the advertising illustrations on these two pages, inclosing your check 
for $1.25. If you need mounted cuts order them by number given under each 
cut, listing the numbers in a column. Figure the charge of 35c. for each 
cut when less than ten cuts are ordered; when ordering ten cuts or more 
figure the charge at 30c. for each cut ordered. Inclose check with order, 


Q 
FISHING SUPPLIES please—this saves bookkeeping of small amounts. Send all orders to a 











































You can’t beat a fishing trip for HARDWARE AGE ADVERTISING SERVICE 

ong i gy ag Wg ene 239'W. 39th St. New York City 

able fishing equipment at prices 

cnet are SER. (All Ads Are Planned Six Weeks in Advance to Give You Ample 
3 Pc. Split Bamboo Fly Rod Time to Order Illustrations) 


Solid cork grip. 

nickel plated ree 

seat, snake guides, $Q00 
steel tiptop. 


Split Willow Fish Basket Hot Weather E oi a 


Fine pases — 
rillow. a y key 
Pants noroas “4 $00 SPECIALS 
width. 
List Additional Fishing NY 
Supplies With Prices Here they are at prices you 






















can afford—things to make 
YOUR STORE NAME your work easier and keep 
——— you cool and comfortable. ee. qe 
U4 
This layout is for a . | 
regular Government | Electric Hot Plate | Vacuum Bottle 
q) i i A Postal Card. Just One Burner 1 Pint Size 
add the additional . i 5 ee: 
Full size heatproof and . Keeps liquids hot or cold. 
type matter and J, waterproof—porcelain plate Green pebbled finish with 


. —black stainproof enamel } large size aluminum drink- 
Os ae A * eee hand this layout finish—complete with cord. | ing cup. : 
with cuts to your “ 
v2 Camp Chairs 


local printer. 
Folding camp chairs — 
from selected hardwood— , 
rigid construction—strong $900 : 
canvas seat. 
e 
Electric Fans 


8 inch size—4 blade fan. 


Black lacquer finish — 
complete with cord and $900 
plug. 


Window Screens 


(Day and Date) 


Compare these values. 
They will save you real 
money. 


List Dollar 
Items Here * 
00 Qt. PRESERVING KETTLE 








Steel frames—sturdy con- f 
$ 00 struction—cannot warp— $(00 d 
O adjustable. 4 
For Dollar Ice Cream 
Day only! 
00 at. Freezers 
kettle , : : 
with er ee — 2 ¥ > : 
f reezing—imp - 
= aca er—tub of selected pine— $(00 
grip. 2 quart size. 
YOUR STORE NAME YOUR STORE NAME 
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Promote Housefurnishings 


Up With August Furniture 






HARDWARE AGE 
ADVERTISING 
SERVICE 


to Tie 
Sales 




















From Friday August 








Set of Three 
Aluminum Sauce 
Pans 


$900 


Set of 3 nested double 
lipped sauce pans of | 
heavy aluminum ware. | 
Seamless, polished, heav- 
ily tinned steel handles. 
Sizes ——. 


Clearance of 
Refrigerators 


Replace your old refrigerator now. 
Our entire stock is priced for Quick 
Clearance. You'll find a complete 
range of sizes to fit your individual 
needs. All of the high quality that 
will give long service and satisfac- 
tion. ° 


(List Sizes with Prices.) 


YOUR 


STORE 








RNISHINGS 


00th to August OCth 


A great Money Saving Event every 
| thr 
| miss. You'll find amazing reduc- 
| tions throughout the store on items 
| that you need right now for your 
home. 


ifty homemaker can’t afford to 


(List Housefurnishing 
Items With Prices) 
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NAME 











Buy Linoleum Now 


Special August Prices 


Our fine quality printed lino- 
leums that are famous for their 
long wear will beautify your 
home and at an amazingly small 
cost during August. A splendid 
selection of patterns in the gay 
new designs and colors from 
which to choose. 


YOUR STORE NAME 




















Make Old Surfaces Look Like New 






q 








STORE 


It Costs So Little With Our 
Quality 


ENAMEL 


$(00 per quart 


A quick-drying enamel 
that is easy to apply and 
produces a beautiful gloss 
finish that is washable and 
easy to keep clean. For 
old or new — surfaces. 
Colors (—————) 


NAME 











HEATING PLANTS 
INSTALLED COMPLETE 


Now is the time to install a 
New Heating Plant. Prices 
are at rock bottom and labor 
is also. We can install the 
right heating plant for vou 
at the minimum expense. Let 
us talk the matter over and 
we will gladly furnish you an 
estimate. 


YOUR STORE NAME 
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A REGULAR FEATURE 
OF HARDWARE AGE 


How’s ue Hardware Business: 


Mr. James interprets for 
hardware men, such basic 
factors as, crop outlook, 
freight car loadings, circu- 
lation of money, building 
progress, employment, etc. 
He also deals with specific 
price trends, demand for 
merchandise, shortages 
and future outlook as re- 
flected by his study of the 
national hardware market 
situation. 











July 5, 1932. 
[: spite of the numerous distrac- 


tions of the mid-year, a relatively 

good wholesale and retail move- 
ment is maintained in the staples of 
American living—including the hun- 
dreds of “hardware” items which rate 
almost as essentials. Paints and light 
hardware are mentioned as two active 
lines during a generally quiet period 
for country merchants. Recent fac- 
tory and wholesale selling has been 
heavily affected by hedging orders for 
goods touched by the new tax sched- 
ules—and the leading national indexes 
of trade movements and carloadings 
show this influence plainly. 

More encouraging, however, is the 
evidence in many places of active and 
expectant planning for an improved 
fall demand. These plans are based 
not only on the knowledge that house- 
hold and mercantile stocks are at the 
lowest ebb, but upon the maintained 
fair rate of retail selling already mani- 
fest. 


Federal Aid 


There seems no doubt that the States 
and all needy communities will have a 
reasonable amount of Federal aid in 
easing their coming season’s prob- 
lems of unemployment and relief. This 
aid, when perfected, will remove a 
deterrent fear from the fall business 
outlook. No unexpected or alarming 
developments have come from the 
great national party conventions, and 
our law-makers at the Capitol are 
slowly progressing toward agreement, 
accomplishment and adjournment. 
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by STEWART JAMES 


The major trade reviews present 
again a picture mixed in lights and 
shadows. While the so-called heavy 
industries have never been flatter, and 
while the summer season is never con- 
ducive to improved general activity, 
Dun reports a recent noticeable increase 
in business, which was not confined to 
retail trade, but favored many manu- 
facturers as well. They note a grow- 
ing feeling that conditions are show- 
ing a slight upward trend; that the 
readjustments and liquidations which 
have been under way for months, now 
are giving evidence of tangible re- 
sults. 

Consumers have bought scant sup- 
plies in the last few years, and are 
gradually using them up. Before long 
they will have to re-enter the market 
for clothing, household supplies, and 
all kinds of merchandise. Atttractive 
prices are still the rule on all lines. 
In some locations sales of merchan- 
dise by retailers are reported at 10 to 
15 per cent larger than last year in 
volume, with prices 15 to 25 per cent 
lower. There are, however, many con- 
trasts of cost versus purchasing power 
which stand in the way of active sell- 
ing, and which must be adjusted. 

Some reaction is noted from the re- 
cently prevalent habit of buying for 
price alone, and more regard for 
quality and durability has been evi- 
dent, but this change is rather in the 
field of clothing and’ textiles than in 
hardware lines. It would be hard to 
find any industrial group which now 
offers better general appearance and 
service at low prices, than is offered 
by the makers of hardware and allied 
products. 


May Industrial Indexes 


Industrial production in May fell to 
61 per cent, and dropped below the 
low point of 1921 (64 per cent) for 
the first time, according to indexes of 
the Federal Reserve Board. These rec- 
ords date back only to 1919, and the 
figures are based on 1923-25 averages 
as 100. The general group compari- 
sons are as follows—May, 1932, fig- 
ures being approximate, and subject to 
slight correction. 


May, April, May, 
1932 1932 1931 


All industrial produc- 

LTS ae ery mies 61 64 87 
Manufactures . pores 61 86 
Minerals ....... ..... 64 79 87 
Building contract values: 

ere oer 26 27 65 

Residential ......... 12 14 40 

re 37 38 85 


Factory employment .. 62.2 64.3 77.8 
Freight-car loadings .. 54 59 79 
Department store sales 74 80 97 


Commodity Levels Rise 


The Annalist weekly index of whole- 
sale commodity prices bettered rather 
sharply to 89.0 for the week ended 
June 21, gaining 1.7 from the previous 
week’s post-war low of 87.3. It is 
now 12.6 points below a year ago, 
when it stood at 101.8—1913 being 
“par,’.or 100. Outstanding leaders in 
the recent rise were live stock, beef, 
sugar, gasoline and cotton. The ad- 
vance was general, although wheat and 
flour were lower and the textiles con- 
tinued weak. In view of the wide dis- 
tribution of the gains this week, fol- 
lowing upon the relative stability of 
last week, there is hope that next month 
will show further signs of fundamental 
price recovery. 


Car-Loadings and Rail News 


Following an increase of 54,373 cars 
loaded in the week ended June 11, the 
week endéd June 18 made a further 
gain of 16,649 cars to a total of 518,- 
409 cars, the largest in three weeks. 
Movements were undoubtedly stimu- 
lated because of impending taxes, and 
some natural reaction from these gains 
has since been noted. Miscellaneous 
freight was up 12,728 cars in the June 
18 week, compared with the preced- 
ing week. Merchandise loadings de- 
clined 756 cars, the only classification 
to show a drop. Grain products were 
up 1250 cars, coal rose 1770, forest 
products 66, ore 1149, coke 294 and 
livestock 148 cars. The rise in ore 
was more than 35 per cent. 


The Great Northern Railway 
on June 28th, placed its car re- 
pair shops, employing 1,559 
men, on a full-time basis and 
announced a return of 220 more 
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workers on July 5th. The ex- 
cellent crop prospects, with in- 
dications of heavy tonnage to be 
moved, were responsible for the 
increased employment. It is the 
first time these shops have been 
on full time since January 1, 
1931. Since the Great Northern 
lost money during the first half 
of this year and has had to omit 
dividends, expenses would not 
be thus increased unless officials 
were firmly convinced of a ma- 
terial traffic gain in the near 
future. 

In an effort to increase passenger 
traffic, and to meet bus and interurban 
competition, the steam railroads are 
seriously studying the practicability of 
constructing “stream-line” rail motor 
cars alone or with trailers. These cars 


are designed to bring about higher 
speed service, with greater economy 
in operation. Since Jan. 1, 1932, ac- 
cording to report, 64 railroads in the 
United States and Canada have placed 
in service 769 rail motor cars. 

The railroads are also making a 
study as to the practicability of using 
rubber-tired wheels on rail cars, and 
through the increased use of aluminum 
and similar methods, of reducing the 
weight of passenger cars. 


Bank Clearings Increase 


There was a marked seasonal 
improvement in bank clearings 
during the week ended June 
22nd. Reports to Bradstreet’s 
from 47 leading cities show an 
increase of $5,040,122,000, or 


13.2 per cent. New York City 
alone reported an increase of 
15.7 per cent. This seems to re- 
flect a much better sentiment 
than has previously existed. All 
sections of the country were up 
for the week. The middle Atlan- 
tic cities made the best showing 
—an increase of 14.6 per cent, 
while the New England district 
showed the least increase, 5.2 
per cent. 

The Hoover proposals for a one- 
third armament reduction seem to have 
met a large measure of approval, and 
if this program can be reasonably ad- 
justed and adopted, the easing effect 
on international and national finances 
would be incalculable. 

The record of bank suspensions com- 





Reeent Hardware Happenings 





N advance of 15 to 25 per cent has been 
A announced in the prices of all coal and 
wood ranges, gas ranges, and heaters, 
Stove prices have been relatively low, and 
pending the coming season’s test of the new 
price schedules, dealers can undoubtedly save 
by placing conservative specifications for 
their fall requirements, with the jobbers, at 
once. Manufacturers are said to have built 
up no stock, and deliveries may not be prompt 
on delayed orders. 

Floor-covering (linoleum) manufacturers 
have also made a slight advance in prices, to 
take effect July Ist, the 9 x 12 foot rug size 
advancing about 71% per cent, and the heavy- 
weight yard goods about 21 per cent. 

Practically all paint manufacturers and 
distributors have their new prices in the hands 
of the dealers. The drop in price was rather 
sensational, and the home-owner can now buy 
first quality house paint for $2.80 per gallon, 
the lowest price in many years. 

An effort is being made by manufacturers 
to stiffen the price of “BX” armored cable, 
which has been very weak due to lack of de- 
mand, as well as to a price war. A drive is 
also being made through advertising to edu- 
cate the public to insist on “approved” qual- 
ity heater cords, and to stop the sales inroads 
of substandard cords with which the market 
has been flooded. 


Several leading lines of silver plated flat- 
ware advanced in price July 1—others no 
doubt will follow suit. As a result, jobbers 
feel that the lower priced ware will be stimu- 
lated to greater activity. 1847 Rogers Bros. 
and Wm. Rogers Sons are among the nation- 
ally known brands that have advanced from 
10 to 25 per cent. 


Cordage manufacturers have confirmed 
prices on rope, hard fiber twines and lath 
yarn for the third quarter at the same levels 
as effective during the second quarter. Prices 
on these lines were reduced sharply on 


April 1. 


The advance by the tire and tube industry 
has been disturbed somewhat by the refusal 
of Firestone to raise prices, pending an up- 
ward move by the leading mail order sellers. 
Firestone’s action may cause temporary ex- 
ceptions to a general support of the industry’s 
announced advance of 1] per cent on tires 
and 15 per cent on tubes, which was effective 
June 21. 


Wholesalers have been working rapidly to 
perfect and issue the advanced prices on all 
lines affected by the recent excise program. 
Many items have not been fully adjudicated, 
but distributors and consumers are accepting 
the advanced valuations, in general, with a co- 
operative spirit. 
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piled by the American Banker for the 
week ended June 25, shows an increase 
over the previous week, due especially 
to an unfortunate, and apparently 
needless flurry among some of the 
smaller banks in Chicago. Suspen- 
sions throughout the nation totaled 
forty-two for the week, against twenty- 
one for the week before. Of this forty- 
two, twenty-four were registered from 
Chicago. The situation there seems to 
have largely normalized since. 

There is excellent reason to believe 
that the Federal Reserve system will 
continue its policy of credit expansion, 
now in effect for over two months, un- 
til easier money can more readily reach 
everyday business. The weekly Fed- 
eral Reserve statements of June 17 
showed further progress toward the 
goal of abundant credit, and better gen- 
eral feeling in banking and credit 
circles. 

Proposal of leading industrial con- 
cerns to expand the use of trade ac- 
ceptance financing has met the ap- 
proval of the Young committee of 12 
industrialists and bankers. The com- 
mittee considers the general use of ac- 
ceptances as a constructive move to im- 
prove the business situation, and plans 
are in progress for extending the use 
of the trade acceptance instead of open 
book credits in carrying on business 
between producers and their distribu- 
tors. 


Employment Drops for May 


Employment in May decreased 3.2 
per cent and payroll totals 3.9 per cent 
compared with April, according to the 
Federal Bureau of Labor Statistics. In- 
creases were shown in automobile, ra- 
dio, butter, forging, beverage, slaught- 
ering, brick and _ cane-sugar-refining 
activities. Decreases were shown in 
the agricultural implement, millinery, 
cottonseed, oil, steam fittings, silk 
goods, cotton goods, machine tools and 
shoe industries. Employment losses 
also were reported in the iron and 
steel business. The Iron Age finds steel 
production still on a slow decline from 
what seemed to be near-bottom levels. 

According to William Green, pres- 
ident of the A. F. of L., unemployed 
workers in the United States now total 
approximately 10,654,000, the highest 
since the recession started. While this 
is not an official figure, it is based upon 
the statistics of the Labor Department 
and the Census Bureau, and is the only 
available compilation receiving recog- 
nition. It compares with 5,583,000 un- 
employed in Germany on May 31, 247,- 
264 in France on: June 11 and 2,741,- 
306 in Great Britain on May 23. 

As a refreshing exception, Detroit 
industrial employment on June 15 was 
at a new high level this year, accord- 
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ing to the Detroit Board of Commerce. 
Its employment index was 70.8, against 
69.6 on May 31, the previous high. On 
June 15, last year, the index was 74.8. 


Late Agricultural News 


Late June brought good corn grow- 
ing weather to nearly all sections west 
of the Mississippi River, but in parts 
of Iowa and locally in other States cul- 
tivation was interrupted by frequent 
rains and wet soil. East of the Mis- 
sissippi River the weather was less fa- 
vorable. In Illinois, crop progress was 
very good, but considerable areas in the 
central and eastern Ohio valley need 
rain, especially southern Indiana, Ken- 
tucky and Ohio. 

Harvesting is rapidly working north- 
ward, yields in the southwest being ir- 
regular in quantity and quality. Spring 
wheat conditions in the northwest are 
generally satisfactory and a great deal 
better than last year. There has been 
a good supply of moisture, though more 
rain is necessary to carry the crop to 
maturity. So far there has been no in- 
dication of rust, but a plague of grass- 
hoppers in Minnesota and North and 
South Dakota has given concern. In 
Oklahoma floods have retarded wheat, 
and this crop is now 30 per cent below 
normal. Arkansas reports that general 
crop, soil and weather conditions are 
at present quite satisfactory through- 
out the State. Cotton is progressing 
well, and chopping is completed in most 
sections. 

The citrus packing season has ended 
in Florida and attention is now being 
devoted to other fruits. Throughout 
the country fruit crops are being grown 
and harvested under the most favorable 
conditions, but prices are quite low. 
From the northwest comes the report 
that there is a brisk demand in the 
cattle market. Beef steers have ad- 
vanced in price and hogs are at their 
highest for two mohths. The Boston 
wool market shows continued improve- 
ment, in both sales and prices, and the 
tone is generally optimistic. There is 
renewed activity throughout the whole- 
sale leather markets, there being a 
steady demand for leathers of all 
grades at prices that hold firm. Be- 
cause of the taxation move, the petro- 
leum industry has shown a large vol- 
ume of transactions with steadily ris- 
ing prices. From the oil fields comes 
word that “dollar oil” is in sight for 
the first time in two years. 


Several Bright Spots Noted 


Sales of new automobiles in the first 
ten days of June were as large as those 
in the last ten days of May, and expec- 
tations are that reports for the second 
ten days when compiled will make as 
favorable a showing, according to Dow, 


Jones & Company. Output during the 
first six months of 1932 is estimated at 
900,000 cars, a decrease of 45 per cent 
from 1931. The manner in which sales 
have held up through a season usually 
slack has been a substantial encourage- 
ment to the motor trade. Dealers have 
been prevented by current financial 
conditions from calling for shipments 
at more than the actual selling rate, 
and dealers’ stocks are lower than 
usual. 

Electric output in the United States 
for the week ended June 18 showed a 
decrease of only 10.1 per cent from 
the like week of 1931, according to the 
National Electric Light Association. 
This is the best comparative record in 
about tWo months. In the preceding 
week output was down 11.5 per cent. 

Production of bituminous coal dur- 
ing the week ended June 18 totaled 
about 4,000,000 tons, a gain of 25,000 
tons over the preceding week. Produc- 
tion of anthracite for the week in Penn- 
sylvania was estimated at 573,000 tons, 
a gain of 14,000 tons, or 2.5 per cent 
over the previous week. 

American Radiator Company an- 
nounced June 27 that it would reopen 
its plant at Buffalo, after a shutdown 
of more than two months, and would 
recall. more than 250 employees. Sev-' 
eral hundred workers returned to the 
Du Pont Rayon plant when it resumed 
operations late in June, after being shut 
down for several months. 

Washington announced on June 15 
that the United States had a favorable 
foreign trade balance of approximate- 
ly $20,000,000 during May. Exports 
totaled $132,000,000, while imports 
amounted to $112,000,000. Exports 
for the first five months of 1932 
amounted to $726,428,000, as compared 
with $1,128,890,000 for the correspond- 
ing period last year. 





Master Rule Mfg. Co. Reduces, © 


Interlox Slide Rule Prices 


The Master Rule Mfg. Co., Inc., 815 
E. 136th St., New York, N. Y. has 
announced lower prices on Master In- 
terlox slide rules. 

The new dealers price list became 
effective on June 20 and current quo- 
tations are as Follows: No. 103, 3 ft.,: 
$4.00 per doz.; No. 104, 4 ft., $5.25 
per doz.; No. 105, 5 ft., $6.75 per 
doz.; No. 106, 6 ft., $8.00 per doz., and 
No. 108, 8 ft., $10.75 per doz. 

Jobber prices will be furnished on 
request. On repairs, a charge of 20c 
will prevail for repairing one section, 
while each additional section will be 
repaired for 15c. When repair charges 
are paid in advance the company will 
return the repaired rule postpaid. 
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They Saved $10,000 in “These Times” 


(Continued from page 25) 


a recessed lamp tester is hidden 
by a door in the wood paneling. 
This precautionary measure ob- 
viates the chance that curiosity 
might impel a youngster to stick 
his finger in a “hot” socket. The 
tester has a socket and indicator 
lamp for testing fuses, as well as 
sockets for testing candelabra, 
intermediate, standard and 
mogul base lamps. 

All ledge displays are illu- 
minated. The trays used in 
each section for ledge displays 
are both removable and _inter- 
changeable. This permits using 
the ledge display space for 
larger items. Between the trays 
small wooden racks were made 
to hold supplies of sales litera- 
ture pertaining to the merchan- 
dise shown in adjacent sections. 

Wall fixtures are 7 ft. 10 in. 
high over-all, and for reaching 
goods displayed along their top, 
special stepping stools were con- 
structed in the form of an in- 
verted Y, with steps on each side 
to eliminate any possibility of 
them tipping over. In the place- 
ment of the wall fixtures, a two- 
inch space was allowed between 
the wall and the back of the fix- 
tures to permit all wiring to 
enter from the rear. A strip at 
the top closes the space to pre- 
vent small items from falling 
into the aperture. 


Space and Time Savers 


A dumbwaiter is convenient- 
ly, but inconspicuously placed 
so as to deliver replacement 
merchandise from the _ stock 
room in the basement to either 
the first or second floors, while 
a steel unloading chute makes 
receiving goods from the strect 
an easy matter. To provide 
ample headroom for a balcony 
office, the ceiling of the first 
floor, directly over the office 
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space, was raised approximately 
three feet and this elevation on 
the second floor furnishes an ex- 
cellent place for the display of 
wheel goods. To conserve the 
valuable display space often 
taken up by the floor type radia- 
tors, heating units on the main 
floor are suspended from the 
floor of the office balcony. Floor- 
ing on the street level is of hard 
maple. Display backgrounds 
on all interior fixtures are in 
orange enamel. 

Employees in the new store 
are all attired in natty uniforms. 
The outfits consist of gray whip- 
cord trousers and blouse and 
gray broadcloth shirt with olive 
green tie. The firm’s business 
insignia is embroidered on the 
breast pocket of the blouse. The 
consideration Fox & Schamel’s 
salesmen receive is evidenced by 
a full white tiled shower bath lo- 
cated on the second floor. 


Public Telephone Booth 


For the convenience of custom- 
ers, a public telephone booth, fin- 
ished to match the store fixtures, 
is located just inside the main 
entrance. The idea of a phone 
booth has more than one good 
point to recommend it. Interrup- 
tion of the store’s telephone 
transactions is avoided. Store 
traffic is increased and customers 
can phone to secure the final ap- 
proval on purchases, when it is 
necessary, without having to fear 
that their conversations will be 
overheard. The store also re- 
ceives 10 per cent of the booth’s 
revenue. 

The building itself is of the 
most modern type, having two 
floors and basement measuring 
25 x 100 ft. Steel is of such size 
to obviate the need for any sup- 
porting columns within the floor 


areas. Provision was also made 
for extending the building an- 
other story when additional space 
is required. 

The efficiency of the new store 
was vividly demonstrated on 
opening day, June 11, when four 
salesmen were able to serve 400 
customers in a most satisfactory 
manner. A noticeable increase 
in the sum involved in the aver- 
age sale was also observed. In 
Mr. Schamel’s opinion the mod- 
ern facilities enable salesmen in 
the new store to serve as many 
customers as it is possible for 
three salesmen to wait upon un- 
der conditions similar to those at 
the firm’s Main Street, Flushing, 
store. 


Already Planning for 
Further Progress 


While some merchants, hav- 
ing accomplished as much, might 
be tempted to rest awhile on their 
laurels, this is not the intention 
of Fox & Schamel. They are 
already giving thought to fur- 
ther progress. One of the great- 
est obstacles in the firm’s plans 
for expansion is the difficulty 
they have experienced in engag- 
ing competent men as potential 
store managers. The type of men 
desired are those who will show 
as much of an interest in the 
business as do the proprietors 
themselves, and they report that 
they are hard to find. 

Mr. Schamel takes justifiable 
pride in the loyalty of em- 
ployees. Commenting on this, 
Mr. Schamel said: “We never 
ask a salesman to do anything 
we wouldn’t do ourselves. We 
go much further than half way 
and we find the policy pays big 
dividends. They appreciate 
considerate treatment. 
tain that the store does not exist 
more conscientious 


I am cer- 


that has a 
group of salesmen.” 
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1932 Open Waterfowl Season Assured 
Board Meets July 8 


(From Our Washington Bureau) 


The 1932 open waterfowl sea- 
son will be announced early in 
July by the Secretary of Agri- 
culture. This has become as- 
sured, since July 8 has been an- 
nounced as the date for the open 
meeting of the Advisory Board of 
the Migratory Bird Treaty Act, 
which will be held in Washing- 
ton. The board will make rec- 
ommendations for the 1932 sea- 
son, and the Secretary will 
promulgate the dates soon there- 
after through the Biological Sur- 
vey. 

Paul G. Redington, chief of 
the bureau, has told Harpware 
Ace that he is confident that 
there has been a sufficient im- 
provement in the waterfowl sit- 
uation to justify recommenda- 
tions for an open season for 
1932, with a possibility of a 
longer season than was prescribed 
for 1931. 

When it was suggested that in 
some quarters there appeared to 
be doubt that there might be no 
open season, Mr. Redington said 
that no such apprehension was 
justified, since there definitely 
will be an open season. 





DOWST NAMES DATE OF 
1933 TOY FAIR 


As announced in the June 23 
issue of Harpware AGE, there 
will be but one toy fair in 1933, 
held by the Toy Manufacturers 
of the U. S. A., that being May 
1 to May 13 at The Stevens, 
Chicago, Iil. Supplementing 
this announcement T. S. Dowst, 
president, Dowst Mfg. Co., Chi- 
cago, Ill., who is president of the 
Toy Manufacturers, has issued 
the following statement: 

“The decision to hold only one 
Toy Fair in 1933 was arrived at 
by the board of directors after 
a thorough study of the market- 
ing trends during the past few 
years and after an extensive re- 
search by questionnaire of the 
members of the association and 
the exhibitors at the last toy 
fairs. Although the decision did 
not reflect a unanimous vote of 
the members, nevertheless it did 
represent a strong majority. It 
is not to be expected that the 








needs and wishes of all manu- 
facturers of .oys, games and 
playthings could be satisfied as 
to time, place and duration of 
toy fairs. The votes, however, 
not only of manufacturers, but of 
representative retail store buy- 
ers, shows a strong concentration 
for one toy fair in Chicago the 
first two weeks in May and the 
board of directors unanimously 
approved this action. . 

“The action taken simply rec- 
ognizes the general trends which 
are taking place in marketing 
and the desire of manufacturers 
to concentrate rather than spread 
their market activities so as to 
reduce distribution costs. 

“Maybe the time is not ideal, 
but it represents the majority of 
opinion and if the marketing 
committee continues to make 
their decisions with the same 
open minds that this decision 
was made we may expect toy 
fairs to continue to improve as 
they have since they were taken 
under the offices of the Toy 
Manufacturers Association.” 





PETERS HEADS AMERICAN 
STEEL & WIRE PLANT 


G. H. Peters has succeeded W. 
L. Hayes, who retired after many 
years as Cleveland, Ohio, district 
wire mills manager for American 
Steel & Wire Co., Chicago, II. 
Mr. Peters will have the title of 
assistant to the vice-president. 
The title of district manager of 
wire mills has been abolished and 
the work is to be absorbed by 
the office of the vice-president in 
charge of operations. Mr. Peters 
joined the company in 1900, hav- 
ing previously been with the IIli- 
nois Steel Co. Prior to his new 
appointment he was for a num- 
ber of years assistant manager 
of Cleveland district wire mills. 





REAFFIRM SHOVEL, SPADE 
SIMPLIFIED PRACTICE 


The Department of Commerce, 
Bureau of Standards, Washing- 
ton, D. C., has announced that 
simplified practice recommenda- 
tion No. 48, covering shovels, 
scoops and spades, has been re- 


affirmed by the standing commit- 
tee of the industry in charge of 
that recommendation. This sim- 
plification program, which was 
proposed and formulated by the 
industry, recommends certain 
sizes, grades and finishes of those 
commodities as regular stock 
items. It has been instrumental 
in reducing the number of sizes 
and varieties of shovels, spades 
and scoops from 5136 to 2178, 
or 8 per cent. 


TOUDOUZE, HONORARY 
COLONEL, R. O. T. C. 


In recognition of his services 
in obtaining for St. Mary’s Uni- 
versity, San Antonio, Tex., an 
R. O. T. C. unit, A. C. Toudouze, 





' A. C. TOUDOUZE 


a hardware dealer in that town, 
has been named as honorary col- 
onel of the unit. Mr. Toudouze is 
president of the Texas Hardware 
& Implement Association. 





LEVENSON REPRESENTS 
GENDRON, PIEDMONT 


Julius Levenson, formerly of 
Kaufman & Levenson, Inc., and 
Toy Corp. of America, Inc., has 
announced that he is now en- 
gaged in business at 7 East Sev- 
enteenth Street, New York City, 
under the name of Julius Leven- 
son, Inc. The Levenson organi- 
zation continues as the New York 
office for Gendron Wheel Co., 
Toledo, Ohio, and Piedmont Mfg. 
Co., makers of “Distinctive” toy 
furniture. 
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WILLIAMSON HEADS FIRM 
GRANDFATHER FOUNDED 

G. A. Williamson, who was 
recently elected president of the 
C. T. Williamson Wire Novelty 
Co., 52-72 Badger Avenue, New- 
ark, N. J., is of the third gener- 
ation of his family to hold the 
position. He succeeds his father, 
the late W. Alexander William- 
son, who died Jan. 3. 





GEORGE A. WILLIAMSON 


At the same meeting of the 
company’s directors, Cornelius T. 
Williamson, brother of the new 
president, was elected as vice- 
president. 

The concern, which specializes 
in corkscrews and similar prod- 
ucts, was founded in 1874 under 
the name of Clough & William- 
son by Cornelius T. Williamson, 
grandfather of the new head of 
the company. It was reorganized 
and given its present name in 
1888. On the death of the 
founder in 1896, W. Alexander 
Williamson became president. 





RETAIL DEPT. MOVES 


The retail department of the 
Amarillo Hardware Co., Ama- 
rillo, Tex., under the manage- 
ment of E. O. Bagot, has moved 
to new quarters at 805 Polk 
Street, where larger floor space 
and warehouse facilities are 
available. The wholesale de- 
partment remains at 506 Tyler 
Street, where a new fireproof all- 
metal two-story warehouse has 
been completed. 





REMODELS STORE 


M. Rosen, Shakopee, Minn., 
hardware retailer, recently re- 
modeled and repainted his store. 




















WILL OBSERVE NOBEL 
CENTENNIAL IN 1933 


- The Institute of Makers of Ex- 
plosives, 103 Park Avenue, New 
York City, will observe in 1933 
the centennial of the birth of 
Alfred Bernhard Nobel, “the 
father of high explosives.” The 
institute states that “he was 
born in Sweden, Oct. 21, 1833; 
educated in America and Russia; 
the founder of the high explo- 
sives industry; the first success- 
fully to manufacture and use 


nitroglycerine as a_ blasting 
agent; and the discoverer of 
dynamite. 


“Nobel also invented blasting 
gelatine, gelatine-dynamite and a 
smokeless powder. He made a 
fortune in Russian oil and at his 
death left it for the founding of 
the Nobel Prize Fund, which has 
rewarded achievements in science 
and literature and the promotion 
of world peace.” ; 





H. C. WHITE CO. BUYS 
“CORKER-BOBBER” 


The H. C. White Co., North 
Bennington, Vt., is now manufac- 
turing and selling the “Corker- 
Bobber” safety float, used by 
swimmers, formerly made by the 
Rodney Hunt Machine Co., 
Safety Float Division, Orange, 
Mass. 

UNION STEEL CHEST 

CORP. SUCCEEDS DIV., 
UNION CHEST & CABINET 


The Steel Chest Division of 
the Union Chest & Cabinet Corp., 
Rochester, N. Y., has been taken 
over by the Union Steel Chest 
Corp., Le Roy, N. Y. Officers of 
the new company are: President 
and manager, S. F. Pratt; vice- 
president and sales manager, O. 
J. Mitchell, and secretary, treas- 
urer and purchasing agent, G. C. 
Perkins. 

There will be no change in 
the company policies, manage- 
ment or sales organization, ac- 
cording to an announcement 
made by the vice-president. The 
company will confine its efforts to 
the exclusive manufacture of 
steel tool chests, cash boxes, 
utility chests, tackle boxes and 
special metal boxes and con- 
tainers. 


FRANKLIN RADIO GETS 
MFG. LICENSES 

The Franklin Radio Corp., 
Dayton, Ohio, has announced 
that it has obtained licenses for 
the manufacture of three impor- 
tant groups of radio items. The 
Radio Corp. of America has li- 
censed the company to build 
superheterodyne radio receivers 
under thirty-eight of the patents 
owned and controlled by it. The 
American Telephone & Telegraph 
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Co. has granted a license to 
build radio test oscillators, while 
The Weston Electrical Instru- 
ment Corp. has granted a license 
for the manufacture of tube 
checkers, set analyzers and com- 
binations of such units. 





LUTHY RESIGNS FROM 

CHAIN PRODUCTS CO. 

Charles M. Luthy has resigned 
from The Chain Products Co., 
Cleveland, Ohio, as general sales 





CHARLES M. LUTHY 


manager, having been connected 
with the organization for the past 
fourteen years. Mr. Luthy is at 
present residing at 1000 Mentor 
Avenue, Mentor, Ohio, where he 
is taking a vacation. 





AMERICA’S NATIONAL 
EXPOSITION OPENS 


America’s National Exposi- 
tion, a permanent home exhibit, 
opened July 1 at Young’s Million 
Dollar Pier, Atlantic City, N. J. 
The exposition, with an entrance 
and a rock garden directly off 
the boardwalk, has a long prom- 
enade bordered with trees and 
lined with 28 exhibition spaces, 
affording ample display space. 
Further particulars are available 


from FE. A. Clarke Co. and 


Camac Associates, both of 1001 
Chestnut Street, Philadelphia, 
Pa. 


FOX & SCHAMEL, INC. 
REQUEST CATALOGS 


Fox & Schamel, Inc., a retail 
hardware firm which has just 
established its third store at 
136-41 Roosevelt Avenue, Flush- 
ing, N. Y., would like to receive 
catalogs on hardware, tools and 
housefurnishings. The new store 
is illustrated and described else- 
where in this issue. 





BUYS HARDWARE STORE 

J. M. Witt, Porterville, Cal., 
has just purchased the W. D. 
Browning hardware store, Strath- 
more, Cal. Mr. Witt, who owns 





a plumbing business in Porter- 
ville, will assume charge of the 
hardware store, while his son, 
Roy Witt, will conduct the Por- 
terville business. 





EARLE HARDWARE OPENS 
The Earle Hardware Co. has 


opened business in Camden, 
Ark., in the Tyson Building. The 
Earle firm conducts other hard- 
ware stores in Bearden and 
Waldo, Ark. 


OPENS NEW STORE 


Henry Grosenick, for a num- 
ber of years in the hardware and 
implement business at Garfield 
and Carlos, Minn., is opening a 
store on Hawthorne Street, Al- 
exandria, Minn., and will move 
part of his hardware stock from 
Carlos. His son, William, will 
have charge of the Alexandria 
store. Some machinery and 
hardware will be handled in Car- 
los in the smaller quarters he 
has there. 


HAS NEW QUARTERS 


The Fisher-Glassford Hard- 
ware Co., Fresno, Cal., has moved 
to the Shaver Building, Fulton 
and Merced Streets. The store 
has been remodeled and new 
equipment and fixtures have been 
installed. 


“BUYS MALCOM STORE 


Harry Ritter, Sr., Grinnell, 
Iowa, has purchased the Neff 
Hardware store of Malcom, Mr. 
Neff having retired because of 
his health. 





BILLY HOWELL IS ON 
WALKER GOLF SQUAD 


Billy Howell, son of Thomas 
B. Howell, past president, N.R.- 
H.A., and member of the hard- 
ware firm of Howell Bros., Rich- 
mond, Va., was named on June 
28 as a member of the American 
Walker Cup golf team squad, by 
Herbert H. Ramsay, president, 
United States Golf Association. 
Young Howell was playing in 
the National Intercollegiate Golf 
Tournament at Hot Springs when 
he was named. He is a Wash- 
ington and Lee University stu- 
dent and was runner-up to Fran- 
cis Ouimet last year for the 
amateur crown. 





OPENS DISPLAY ROOM 


Wright Hardware, Manhasset, 
L. I., N. Y., has opened a display 
room in the Great Neck Play- 
house Bldg., Great Neck, L. IL, 
N. Y., for the showing of West- 
inghouse electric refrigerators. 
The branch is in charge of L. P. 


Weinmann. 





DEALER MOVES 


The Duncan Hardware Co., 
Woburn, Mass., has moved to the 
Old National Bank Block in that 


town. 


FIRE DAMAGES STORE 


The Coggan & Sherman hard- 
ware store, Malden Square, Mal- 
den, Mass., was recently badly 
damaged by fire, which started in 
the oil room of the store shortly 
after closing time. 





OBITUARY 


HENRY W. GELLER 


Henry W. Geller, 63, president, 
Geller, Ward & Hasner Hardware 
Co., St. Louis, Mo., wholesale 
and retail firm, since it “was 
founded 30 years ago, died at his 





H. W. GELLER 


home in that city on June 22, of 
heart disease. He was a native of 
Lage, Germany, and came to this 
country at the age of fourteen. 
Mr. Geller first worked in the 
retail hardware store of an uncle 
in Lexington, Mo., later going 
with the Simmons Hardware Co., 
St. Louis, Mo., wholesale dis- 
tributors, with which company 
he was connected for 19 years, 





12 years of the time being spent 
on the road in Missouri, Illinois 
and Mexico. 

Mr. Geller, who was active in 
civic affairs, was prominent in 
the work of the Chamber of 
Commerce and was elected presi- 
dent of the St. Louis Convention 
and Publicity Bureau in 1925. It 
was largely through his efforts 
that the 1930 NRHA Congress 
was held at St. Louis, Mo. Mrs. 
Geller and two sons, William D. 
and Jack A. Geller, survive. 





L. D. BURLINGAME 


Luther D. Burlingame, coun- 
selor in design and patent work, 
Brown & Sharpe Mfg. Co., Provi- 
dence, R. I., died recently. He 
had been with the company since 
1884. 


JOHN J. LEHR 


John J. Lehr, for thirty-eight 
years in the hardware business 
in Jackson, Mich., died June 12. 
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Some of Your Clerks Have Ideas Too. Use Them! 


AD Henry Ford failed to 
H surround himself with 

capable men with ideas, 
using their knowledge to sup- 
plement his own, he might still 
be experimenting with his gas 
buggy in a small way, instead of 
turning them out by the mil- 
lions; and making himself one 
of the world’s business leaders. 
“Every great business is the re- 
flected shadow of some one 
man” but that does not indicate 
that Andrew Carnegie, for in- 
stance, actually made the steel 
rails his company produced. 

Great business leaders are 
efficient organizers. They know 
how to direct and coordinate the 
work of able assistants. Much 
of the success of great organiza- 
tions is due to the efficiency and 
resourcefulness of these 
tants, rather than to that of the 
actual head. The man who has 
learned that he cannot play all 
the positions on the team, at one 
and the same time, but knows 
that other competent teammates 
are available, has taken a long 
step forward. 

Let us consider our material 
at hand in our own stores. Per- 
haps there is a conscientious and 
intelligent clerk, George, or son 
John. Some day say to them, 
“John, suppose you and George 
‘stick around’ tonight, I want to 
have a little talk with you. I’ve 
been watching, and feel you are 
both really interested in this 
business. I think if we work to- 
gether, we all will benefit. Let’s 
sit down and plan this business 
together, you with your ideas of 
selling and of what the customer 
wants, and I with my ideas of 
costs and how to keep the 
finances in a healthy condition.” 

Can you visualize the effect a 


assis- 
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by SYDNEY ATKINSON 


Sales Clerk in R. J. Atkinson Store, 
Brooklyn, N. Y 


talk like that would have on 
sales? Clerk George and son 
John would be falling all over 
themselves to get to the store 
early in the morning, to see that 
every customer was waited on. 
Before you knew it, they’d have 
note books in their pockets to 
jot down ideas and keep them 
for the next talk. When your 
regular store meeting came 
along, in which every one par- 
ticipated, you would have a reg- 
ular effective program, based on 
your little talks with clerk 
George and son John. 

There are many advantages 
to a bi-monthly talk of this kind 
in the evening when there are 
no interruptions. Here you 
could consider advantages and 
disadvantages of any new lines. 
The savings you would make by 
reconsidering these new lines 
and eliminating those which at 
the moment seemed to you to 
have profit possibilities would 
alone pay for the small extra 
effort necessary to arrange a 
talk of this kind. 

When you decided 
some major sales event, such as 
a paint week, lamp contest, 
clean-up week or the like, you 
could at one of these meetings 
eliminate all unsound theories. 
When you had separated the 
wheat from the chaff you could 
build up from the experience of 
those present a real logical plan 
of procedure. This would in- 
clude the advertising, location 
of goods in the store during the 
sale period, special coupon re- 
demption plans, window dis- 
plays and other things which 
will suggest themselves readily 


to have 


to anyone who is really inter- 
ested in and thinking about the 
business. 

At these little get-togethers 
any change of major importance 
to the business could be dis- 
cussed. This would save plenty 
of money now spent on ideas 
which only one person favors, 
without considering the business 
at large. By getting the opinions 
of others, the weak points can 
be strengthened or eliminated. 
Then everyone would feel they 
had a personal interest in put- 
ting a plan across. 

One of the biggest features of 
these small meetings is the har- 
mony which is developed by the 
two or three most concerned in 
the welfare of the business work- 
ing together for the common 
good. With harmony in_busi- 
ness, pleasure, happiness and 
profit are derived from it. Here 
with his steady, experienced 
hand at the helm, the owner can 
prepare his associates to carry 
on his business, as he would 
have it carried on and in addi- 
tion allow himself same leisure 
time. 

Time goes relentlessly on. 
Ambitions and high aspirations 
of today without action are but 
sad memories of tomorrow. Sit 
down now and think about these 
suggestions. If they fit your 
conditions put this plan into ef- 
fect this week. Make the first 
get-together just a get acquaint- 
ed meeting. “Get acquainted,” 
you say, “I’ve known clerk 
George and son John for twenty 
years.” That may be, but I'll 
guarantee that if you could hear 
their honest expressions of opin- 
ion concerning your business 
you would feel that you were 
only now meeting them. 
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THE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS 


HAVE YOU THOUGHT of the FACTORY WORKER? 


HE Excise Tax on arms and ammunition be- 

fore it was finally settled was like Finnegan’s 
telegram to the railroad superintendent: “Off again. 
On again. Gone again. Finnegan.” First, there 
was no tax. Then there was a sales tax of 134%. 
Then there was a 10% Excise Tax. Then there was 
no tax, and then the 10% tax came back. No one 
could figure out just what would happen. Therefore, 
it was very difficult to make futiire preparations. 

If there had been a sales tax of 134% the chances 
are this tax would have been absorbed by the manu- 
facturers, but when the tax turned out to be 10% 
that was just a little too much for the manufac- 
turers to swallow, so the tax on arms and ammu- 
nition is being passed along. 

All goods had to be sold, shipped and billed by 
midnight of June 20th, or the tax would go on the 
invoice. Naturally, manufacturers on lines covered 
by the 10% tax were flooded with orders. Re- 
tailers knew that the jobbers would advance the 
price on June 21st so they bought very liberally 
from the jobbers. Some jobbers placed initial 
orders, found their stocks had melted away, then 
finally placed other orders at the last moment when 
it was impossible to take care of their requisitions. 

How many jobbers dnd retailers, who deal in 
arms and ammunition, have given any thought to 
just what was happening at the ammunition fac- 
tories? Factory employees worked night and day. 
The white collar men, and the low collar girls in 
the offices, not only worked during the day, but 
night after night. 

Extra carloads of powder were needed. The fac- 
tory could not be held up. A telephone call to a 
powder factory started it going. This powder was 
ordered at 4 o'clock in the afternoon from the state 
of Delaware and was delivered in Connecticut at 11 
o'clock the next morning. 

Great quantities of paper are used in manufactur- 
ing shells. One grade of paper was down to the 
last roll. This paper was down almost to the core. 
When it was used up this department would go out 
of business. But a shout and an electric truck came 
down the aisles loaded with paper—a carload had 
just arrived. 

When you handle priming mixture, primers, and 
powder you must be careful even in a rush. Every 
precaution was taken for safety. When it was all 
over, all of us were thankful there had not been a 


REMINGTON ARMS COMPANY, 


single explosion, not an employee had been injured 
—touch wood. 

Probably you never thought that constant work 
hour after hour handling boxes and shells and 
metallic ammunition is wearing on the hands. In 
many operations gloves cannot be used. During the 
rush we noted some of the men and women em- 
ployees with adhesive tape around their fingers to 
save their hands, others had their wrists bandaged. 

All kinds of records were broken. For instance, 
more .22 caliber KLEANBORE ammunition was 
manufactured, packed and shipped on June 20th 
than any single day in the history of the company. 

The railroad freight agent stayed on the job until 
midnight seeing that cars of shells and ammunition 
were promptly switched out of the factory and that 
bills of lading were properly signed and delivered 
before midnight. 

The next day, June 21st, was a general holiday 
for all the factory workers. For the first time in 
two weeks they had a chance to take a good sleep 
and rest up. There was not a single complaint from 
any source. There was an emergency. Old Lady 
Remington and her children all over the country 
needed help. These factory workers did not let her 
down. 

The writer walked through the immense ware- 
houses of the factory. It was an unusual sight. 
These warehouses were empty. Enormous rooms 
with sky lights in the roof and concrete floor, but 
no merchandise. Everything shipped. It was a 
curious experience. Something that happens only 
once in an ordinary life time. 

Think of the stocks of copper and lead that were 
used up. One superintendent told me that within 
one week raw copper was converted into brass shell 
cases. 

Soft and chilled shot had hardly stopped rolling 
on the sorting tables before they woke up and found 
themselves packed away neatly in a Kleanbore shell. 

Please note the high quality of dovetailed boxes 
we use in packing even our cheap shells. No nailed 
boxes. White wood. None of the red variety. 
Notice how the red stencils stand out on these 
boxes. Quality stuff even to the container. 

Now we go to work building up stock again. There 
will be no old stock. No obsolete goods. Every- 


thing new and fresh. / Y 


Even taxation has its 
President 


compensations. 
Inc., BRIDGEPORT, CONNECTICUT 


Manufacturers of Arms, Ammunition and Cutlery—Originators of Kleanbore Ammunition 


© 1932 R. A. Co. 





The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 





1932 
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ANY American hardware mer- 

chants have no doubt won- 
dered how fellow hardare dealers 
in other parts of the world display 
their wares and conduct their estab- 
lishments. These pictures furnish 
graphic proof that many hardware 
stores in other lands are of the most 
modern type and a credit to the en- 
tire hardware industry. 

The lengthy expanse of window 
displays are those of the wholesale 
and retail hardware establishment of 
Bogelund - Jensen, Raadhuspladen, 
Copenhagen, Denmark. It will be 
noted that mass window displays, 
having merchandise arranged with 
painstaking care in orderly rows or 
in carefully balanced groups, are 
relied upon to attract and hold the 
attention of the passerby. The firm. 





founded in 1892, specializes in 





Interesting Glimpses at the 
Stores of Hardware Age 
Readers In Other 
Lands 





several American manufacturers are 
handled by the firm, which has cus- 
tomers throughout Denmark. 


Upper left and right 
center: Porto Rico 
Hardware Co., Maya- 
guez, P. R. The hard- 
ware warship window 
display at the left, 
was installed by the 
Central Hardware, 
Cali, Colombia, S. A. 
Below: Show win- 
dows of Bogelund- 
Jensen, Raadhuspla- 
den, Copenhagen, 
Denmark 


As a special window display, ar- 


ware, operated by Sr. Rodolfo de 
Roux, Cali, Colombia, South Amer- 
ica, installed the unique modern war- 
ship constructed entirely of hard- 
ware items. This was shown in con- 
junction with a small replica of the 
Santa Maria of Christopher Colum- 
bus. The articles used in assembling 
the hardware warship were almost 
exclusively of American manufac- 
ture and included cross cut saws, 
tool handles, funnels, Chore Boys, 
flashlights, jelly molds, dog chains, 
hose nozzles, an aluminum roaster 
and thermos bottles. The exterior 
view shows that the building housing 
this store is a substantial and impos- 
ing structure. In a recent letter, Sr. 
de Roux says: “We have benefited 


very much from getting ideas from 


ranged for last Columbus Day, the 


housewares, and employs a staff of 
Ferreteria Central, or Central Hard- 


about 80 people. The products of (Continued on page 55) 
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An I[mMporRTANT MEsSAGE For 
Pump AND WaTER SysTEM DEALERS! 


The dealer who sells and installs pumps and water systems is rendering his 
customers a service that should endure for many years. 

Water is essential. A daily necessity that calls for durable pumping equip- 
ment. Dependable performance also counts in the long run. It means the 
difference between adjustments and repairs on the one side or satisfied users 
on the other. 

Whether it be a pump or a water system for a summer cottage, a country 
estate, a golf course, a suburban home, a farm, or any one of dozens of other 
installations, there is a dependable Myers Pump or Water System for the 
purpose. One that can be sold on its own merits with complete assurance 
that Myers Quality, Patented Features and Special Improvements, at new low 
prices, can be relied upon to give the utmost in pumping performance over 
extended service years. 

If you are striving to increase your pump business and build good-will in 
your locality, give this thoroughly reliable, well established, nationally ad- 
ve , low priced quality line of modern pumps and water systems an op- 
portunity to demostrate its sales creative powers. Start today by writing or 
wiring us for full particulars. 





































CHECK 
VALVE 


PA AR STU nd eget 


. HOW ABOUT 
CYLINDERS? 


A pump or water system is 
no better than the cylinder 
with which it is equipped. 
Failure on- the part of many 
to recognize cylinder impor- 
tance when installing pumping 
equipment is a signal for trou- 
ble and complaints later on. 

To avoid cylinder uncertain- 
ties many dealers now sell 
Myers Cylinders exclusively. 
Full size, full weight, full ca- 
pacity. Quality built and me- 
chanically correct, they are 
efficient and long-lasting. Many 
styles in standard sizes for 
hand or power. Make money 
with Myers Cylinders. 


ae 


THE F. E. MYERS & BRO. CO., ASHLAND, OHIO 


PUMPS, WATER SYSTEMS, HAY TOOLS, DOOR HANGERS 
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A PERMANENT DISPLAY 
Made . thi 


Warp or b 
Beautifully 

ishea 
in color. 
Brushes 
clip 
on, 


Wooster 
Brush Selling System 


INCREASES 
SALES 20% 


The Experience of this 
Successful Dealer 


“On February 18th, 1932, we re- 
ceived our first shipment of Woos- 
ter Brushes. This shipment re- 
placed line of brushes and 
we are therefore in position to give 
you an accurate comparison in 
sales between your line and the 
line we discontinued. 


“During the period from February 
18th to May Ist, 1932, our Paint 
Brush sales increased over 20 per 
cent and this we consider remark- 
able as we had fewer numbers and 
sizes in stock; but the Wooster 
Sampler Display and the quality of 
the products, sold for us more paint 
brushes in spite of the general de- 
cline in business on other products. 


“The Wooster Sampler system of 
stock control and display is very 
effective in our store. Customers in 
almost every instance take the 
sampler brush and this not only 
speeds up all sales but keeps our 
sample board looking fresh and 
neat at all times.” 

Frank H. Spink, Purch. Agent, 
Bunting Hardware Co., Kansas City, Mo. 
(This statement awarded first prize 
—May, Best Letter Rewards for 

Wooster Sampler Dealers.) 


Costs Only $12.75 to Get the 
Same Profitable Proof 


It’s a bargain! For $12.75 you get your 
money’s worth in 26 nationally advertised 
WOOSTER Foss-Set BRUSHES—and in 
addition the Novel Display Panel, Simpli- 
fied Stock Control Guide, Special Adver- 
tising. Ask your jobber or write The 
Wooster Brush Company, Wooster, Ohio. 


WoosTER SAMPLER 


Simplified System of Brush Display and 
Stock Control That Increases Profits 
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How We Keep Our Store Name 
on the Sport Page 


(Continued from page 21) 


Shop good advertising, also, of 
course, lots of equipment is sold 
on these trips, and if a team is 
organized out of town the first 
place they get in touch with is 
Woodruff’s, for they know we 
have a team and also the equip- 
ment. For the past two seasons 
we have stocked all colors in 
uniforms and have a boy to do 
our letter work at the store. We 
find that this is a great help in 
getting business on account of 
service. We can get an order for 
a set of uniforms in the morn- 
ing and have them ready that 
night. Last season we sold and 
lettered 75 sets of uniforms 
to teams in Knoxville and near- 
by towns. Of course our team 
was responsible for the most of 
this and by having a letter shop 
in our store for service. 

A baseball team likewise is 
organized each season, playing 
in the Knoxville News Sentinel 
amateur league. This _ brings 
hundreds of young men in our 
store for baseball supplies. 


Baseball Team 


A baseball contest is also put 
on for the amateur ball players 
in the City of Knoxville. The 
idea is to get as many teams as 
possible to adopt and use out No. 
1 Spalding baseball. The rule 
is: The following prizes will be 
given by the W. W. Woodruff 
Hardware Company to the play- 
ers of the News Sentinel Leagues 
who adopt and use our Spalding 
No. 1 Baseball. Only regular 
league games will be counted. 

Twelve carat gold baseball 
charms to winning team of each 
league or a $75 trophy. 

$20.00 Loving Cup to most 

valuable player 


$10.00 Cash for player with 
best batting average 


$10.00 Cash for player mak- 
ing most home runs 
$7.50 Cash for player making 
most triples 
$5.00 Cash for player making 
most doubles 
$5.00 Cash for player driving 
in most runs 
$5.00 Cash for player making 
most sacrifices 
$5.00 Cash for player stealing 
most bases 
$5.00 Cash for pitcher win- 
ning most games 
$5.00 Cash for pitcher having 
most strike-outs 
$5.00 Cash for player having 
best fielding average 
$5.00 Cash for catcher having 
most assists not strike-outs 
$2.50 Cash for player making 
most singles 
In the event of ties, each tying 
contestant will receive the prize 
tied for, of merchandise will be 
awarded instead of cash if de- 
sired, _Each team manager must 
report all results after each 
game. Records will be kept at 
Woodruff’s. 


This contest is put on for the 
purpose of getting more business 
and making baseball an interest- 
ing sport. There is no one who 
does not like to win a prize. 

Now, we come to the fisher- 
men, which is entirely a differ- 
ent class of sport and in most 
cases cannot be sold on anything. 
If they see a fly, plug, or any 
kind of a lure they are the ones 
who are to use this and they are 
the ones who will sell it to them- 
selves. The best way to get the 
fishing trade is to have three or 
four of your best customers to 
visit with you, and the salesman 
in the display room and let them 
help you buy your tackle. They 
know you are going to stock this 
and they naturally will talk this 
to the other customers. 

A fishing contest is likewise 
put on annually to get the anglers 
interested and coming to our 
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store. The contest is as follows: 
For the largest bass or trout 
caught between March 1 and 
Dec. 1 according to the rules out- 
lined: 

TROUT 


Ist Prize—$25.00 No. 20 
Hiddon Fly Rod 

2nd Prize—$10.00 Horrocks- 
Ibbotson Fly Reel 


BASS 


Ist Prize — $25.00 Union 
Casting Rod 

2nd Prize — $10.00 South 
Bend Anti-back Lash Reel 


RULES 


Each contestant must reg- 
ister at Woodruff’s Sporting 
Goods Shop not later than 


fifteen days after the season 
opens. All fish must be 
brought to Woodruff’s to be 
weighed and measured. 

All Trout must be caught 
with a Fly. 

All Bass must be caught 
with a Fly, Wood Plug or 
Minnows. 

Fish must be caught within 
a 75 mile radius of Knoxville. 
In none of our contests, is it 

necessary for a contestant to 
make a purchase or to pay any 
entrance fee. In the event of ties, 
each tying contestant is awarded 
the prize tied for. Neither do we 
require that equipment used be 
purchased at our store or that it 
must be of the makes we carry. 





Scores of Hardware Age Readers in Other Lands 


(Continued from page 52) 


HarpwaceE AGE, which were useful 
in the running of my business, and 
your articles in general have been 
very interesting to me. For this rea- 
son we always receive HARDWARE AGE 
with much enthusiasm and always 
look forward to seeing the ideas and 
illustrations giving ideas on interest- 
ing windows.” 

The store of the Porto Rico Hard- 
ware Co., Mayaguez, Porto Rico, 
which a sales representative of sev- 
eral American manufacturers has 
termed “one of the finest hardware 


establishments in Porto Rico,” is 
also illustrated by reproductions of 
both interior and exterior photo- 
graphs. The building occupied by 
the firm is situated on a corner loca- 
tion in the heart of the business dis- 
trict of the city and was completed a 
year ago at a cost of $67,000. The 
interior is equipped with modern 
fixtures, which were designed in the 
United States, but constructed in 
Porto Rico. The company is directed 
by Gaspar Roca, Miguel A. Frontera 
and Juan Frontera. 





The Salary Cost of Selling 


(Continued from page 41) 


Mr. Marvin questioned. “A man 
might stay in the vicinity of the 
sales tables which carry the low 
priced competitive goods; by 
doing so he might ‘grab’ the sales 
from those items and increase the 
number of customers he served, 
thus cutting his cost per cus- 
tomer.” 

“His average sale would prob- 
ably reveal any such condition,” 
Mr. Higgins replied. “Natural- 
ly the proprietor should scan the 
sales carefully, because where 
sales effort is expended on the 
very low priced competitive 
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items, there can be little or no 
profit. There should always be 
a fair representation of sales 
covering items of more than the 
average unit value, in each sales- 
man’s record.” 

“Have you any suggestions for 
increasing the average sale?” 
May Garvin asked. “Yes,” was 
the reply, “I have several sug- 
gestions. 

“First, I would suggest that 
companion articles be grouped in 
such a way as to make it easy to 
build additional sales. 


“Second, I think it would be 











World’s 
Greatest Combination 
of Protective Features 


Secret 
Service 


BRASS CYLINDER 
PIN TUMBLER 


Laminated Steel Padlock 


. (MASTER 
‘ wo ) 


oe 


Retails tor only $122 
Your Jobber has them—ORDER NOW! 
MASTER LOCK CO., Milwaukee 


World’s Largest Padlock Manufacturers 


Miatsytrelre 


allots 


PD The only Genuine 1aminated 
case it’s Pacented /> 
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The time to 
buy fixtures 


is NOW.... 


When business conditions 
are good no store needs fix- 
tures as bad as when times 
are not so good. 


Hard times like weeds in 
the corn field make us culti- 
vate the ground to secure a 
crop. 


Cultivate the sales possi- 
bilities in your store now 
with Duluth proved Mer- 
chandising Methods. No ob- 
ligation and it may mean 
many dollars to you later. 
Why not investigate now? 


Duluth Show Case Co. 
DULUTH, MINN. 


Store Planning Sales Analysis 
Merchandising Manufacturers 























There’s a Mine 
of Information 


vitally-important 
facts, live merchan- 
dising ideas and 
sales - producing 
methods in HARD- 
WARE AGE. Make 
it a habit to read 
your business paper 
regularly and thor- 
oughly. 














wise to display the items which 
sell well by suggestion, on tables 
near the wrapping counter and 
cash register. 

“Third, I would advise selling 
larger quantities of the items 
called for, whenever there is any 
justification for such action. 

“Fourth, I would suggest cal- 
ing the customer’s attention to 
better quality, the sale of which 
naturally runs into more moncy. 

“Fifth, make up combinations 
of several related articles at at- 
tractive prices for the set. 

“Sixth, and most important of 
all, be sure to make some sensi- 
ble suggestion for an additional 
purchase to every customer you 
serve. It might be well to fea- 
ture some article each day, with 
instructions for the salesmen to 
suggest it to each customer they 
contact.” 

“Don’t you think such a course 
would irritate the customers?” 
Mr. Marvin asked. “Not if the 
suggestions are logical ones and 
there is no intimation of pres- 
sure,” was the reply. “A custom- 
er comes into a store to buy 
goods, and he will not resent a 


friendly suggestion which carries 
the implication of service.” 

“T think Mr. Higgins has cov- 
ered the subject very fully,” said 
Mr. Marvin, “‘and I want him to 
know that we appreciate his co- 
operation. As our regular 
luncheon is ready, I move that 
we adjourn.” 

As they munched their sand- 
wiches, Van Davis leaned over 
and whispered to May Garvin. 
“I'd like to make an additional 
sale to you, sweetheart,” he said. 
“Well, I’m open to a friendly 
suggestion,” May replied with a 
smile. ‘“‘What is it, dear?” Van 
flushed—“Well,” he said, “I’ve 
sold you the idea of taking me 
for better or worse; now I’m 
wondering if I can sell you on 
the value of a short engagement? 
The house will be ready in an- 
other month, and—er—and—” 

“Yes, dearest, I know,” said 
May soberly, “and mother feels 
the same way about it. I'll be 
ready when the house is.” Then 
she flashed a happy smile, and 
added: “Don’t put that down as 
an extra sale, Van, I have been 
sold on that for a long time.” 





How the New Taxes Affect the 


Hardware Business 
(Continued from page 29) 


through taxes by States, municipali- 
ties, etc., and used exclusively for 
strictly governmental functions. The 
sales, however, must be made direct 
by the manufacturer. High schools, 
being supported entirely by public 
taxes, would be sold athletic goods 
tax free. These exemptions, however, 
do not apply to sales of athletic 
goods to federal supported institu- 
tions, including those of the United 
States government and the District 
of Columbia. The latter, of course, 
is supported by the federal govern- 
ment. 

A somewhat different provision re- 
lates to the 10 per cent tax on fire- 
arms, shells and cartridges. The tax 
does not apply in the case of sales 
of firearms, pistols, and cartridges 


where such articles are sold for the 
use of the United States, any State, 
territory or possession, or the Dis- 
trict of Columbia. In order to be 
exempt from the tax the articles must 
be sold for the use of a government 
or governmental agency. 

This difference in the application 
of a tax on sales of athletic goods to 
federal institutions while exempting 
the tax in the case of sales of fire- 
arms, to the government appears to 
be inconsistent. Apparently, how- 
ever, the federal government assumes 
the athletic goods tax as a sort of a 
gesture to show the country that it 
is also bearing a part of the burden 
of taxation—which falls back upon 
the public in the end one way or an- 
other. 
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Quality Outweighs Price 


SERIOUS situation has arisen in American industry 
because of the widespread propaganda stressing price 
rather than quality as the basis of value. 

The buying public, which by instinct and practice is 
a consumer of good products, is having its taste steadily 
lowered and its standards destroyed by the avalanche of 
bargain advertising which has swept the country. This 
ill-advised price appeal has been far-reaching in its bad 
effect, not only in deteriorating the consumer’s standards, 
but also in increasing the difficulties of manufacturers of 
reliable merchandise who must compete with business 
operated solely on a price basis. 

While recognizing that low price is one determinant in 
the buyer’s interest of getting his money’s worth, and 
while recognizing that high prices are not infallible guides 
to quality merchandise, it still is of prime importance for 
the purchaser to consider how well made are the goods 
he receives at whatever price. A buyer does not save in 
actual costs if, when he thinks he is getting a cheap pur- 
chase, he finds he has bought only a cheapened article 
that did not serve as well as it should. 

Straight-thinking merchants know that legitimate in- 
dustry is responsible for stable employment, which, in 
turn, is essential to prosperity. This is definitely being 
retarded by the destructive influences stressing price rather 
than inbuilt quality and character in goods as the cri- 
terion of buying. Unemployment and low wages are the 
inevitable result of a “price-minded” public. 

When consumers once again have been taught to ap- 
preciate that lasting satisfaction is the fundamental of real 
economy, and manufacturers are no longer called upon 
to sell merchandise at prices that are profitable to no 
one, then, and then only, can we look for permanent 
employment, higher wages and consequently lasting pros- 
perity. Every fair-minded person who is eager for the 
return of better days should use his influence to establish 
once more the supremacy of quality. 

Already the novelty is wearing off the price appeal; 
buyers are bored with bargains. Now is the time to stress 
again the economy of quality as the symbol of products 
acceptable to the American people.—Christian Science 
Monitor. 


Beardslee Chandelier Issues 
3200” Portfolio 

Showing a new line of lighting fixtures inspired by the de- 
signs of early English craftsmen. Sheets illustrate lighting 
fixtures, for home use, in styles varying from the most ornate 
to very simple designs. Price sheet is included, together with 
data as to material, finish, glass, sockets and size. Beardslee 


Chandelier Mfg. Co., 216 S. Jefferson St., Chicago, III. 


M. Weber Catalog Shows 
Fireplace Fixtures 

Which are hand wrought. 
screens and fire sets. Price list indicates prices according to 
finish and size. M. Weber Co., 228 North St. Clair St., Day- 
ton, Ohio, offers the catalog, which includes general informa 
tion as to terms of sale, guarantee and construction. 


Illustrations show andirons, 
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DIETZ a= 
LANTERNS wh Ss 
for Summer: 


time Sales. 


Make profitable 
customers of the 
folks who leave 
town this summer 
as well as those 
that stay at home. 





One item all camp- 
ers and cottagers 
require is depend- 
able Dietz Lan- 
terns. They are 
easily transported 
without breakage 
of parts. They solve 
the “dark” problem 
when other lights 
prove faithless. 


Display “Little 
Wizards” for camp 
use. They meet 
requirements per- 
fectly—small size— 
unfailing big light. 


extiiliianins: 


R.E. DIETZ 
COMPANY 


NEW YORK 
Makers of Lanterns for the 
World. Output Distributed 
Through JOBBERS Only. 


FOUNDED 1840 
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What's New 


for Retail | 
Hardware Stores 





Stanley Flexible 
Rigid Steel 
“Pull-Push” Rules 


Described in the June 23 issue 
of Harpware AGE, on page 72, 
were published with an illustra- 
tion of another type of rule. [l- 
lustr:.ed here are the correct cuts 
—the Stanley Four Square No. 
1166, suggested retail selling 
price, $1.50 each, and the De- 
fiance No. 1266, with a suggested 
retail selling price of $1. Rules 
feature pull-push action with 
blade always under control for 
easy setting for any measure- 





Soft Rubber Handle 
Putty Knife, List 10c. 


Has a fine quality steel blade, 
embedded in soft rubber handle, 
which will adjust itself to the 
palm of the hand, making it a 
non-blistering item, says Rodale 
Mfg. Co., Inc, Emaus, Pa. 
Packed in boxes of 12. The com- 
pany recently issued its 1932 
catalog illustrating and describ- 
ing its line of electrical plugs, 
sockets, cord sets, and rubber 
molded products. Price informa- 


tion included. 


“Safest” Window Lock 


Makes window “burglar proof,” 
prevents rattling of window and 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


Catalogs. .... 

















ment, says The Stanley Rule & 
Level Plant, New Britain, Conn. 
A light pull brings out the blade, 
while a light push causes it to 
go back into the case. Has no 
ratchet mechanism or button. 
Blade, 6 feet accurately gradu- 
ated in inches and l6ths, meas- 
ures straight distance like a 
“Zig-Zag” rule and cylinders, 
curves and angular shapes as ac- 
curately as a steel tape, says the 
maker. Hook on end of blade 
for measuring beyond arms 
length. Compact, watch size case. 
Stanley Four Square No. 1166 
Pull-Push has steel case 2 in. in 





enables ventilation of rooms with 
locked windows, says Stern- 
Brown, Inc., 257 W. 17th St., New 
York City. Suggested retail sell- 
ing price, 10c. each. Each win- 
dow lock mounted on card, show- 
ing its use. 





“How To Raise Game 
For Profit” 


William Rockel, Jr., a recog- 
nized authority on game raising, 
has written this booklet, based 
upon actual experiences he has 
had in raising various kinds of 
game about which he writes. Mr. 
Rockel points out that the op- 
portunity in breeding game lies 
in the fact that the demand far 
exceeds the supply. The booklet 
shows farmers how they can pro- 
vide more game on their farms 
and how they can make it pay 
dividends. A limited number of 
copies are available free of 
charge to any dealer writing The 
Peters Cartridge Co., Kings 
Mills, Ohio. 





diameter, satin chromium plated 
finish. Blade % in. wide. Each 
rule individually packed, six 
boxes in an attractive counter 
display carton. Defiance No. 
1266 has 2% in. steel case nickel 
plated, blade 5% in. wide. In- 
dividual boxes six in carton. Both 
types give retailer 33% per cent 
margin. 





Fraim No. 420 Empire 
Padlock, List 25c. 

Has case 19/16 in. in width, 
made from one piece die casting 
of non-rusting alloy metal. 
Shackle is hardened steel rod, 
rust proofed with cadmium. Of- 
fered in attractive satin silver 
finish, also available in gold lac- 
quer finish, Warded cylinder 
mechanism and coined milled 
keys afford security, says The E. 
T. Fraim Lock Co., Lancaster, 
Pa. Packed, six locks in an at- 
tractive counter or window dis- 
play carton, lithographed in sil- 
ver and maroon. Dealer cost, 
$2.00 per dozen. 


Fairmount Tool Issues 
Fender and Body 
Repair Manual 


Offering a practical treatise on 
the metal working phases of 
body and fender repairs. Writ- 
ten in clear concise language, 
every repair operation is com- 
pletely explained or illustrated. 
Metal shrinking, body filling, 
short cuts in straightening, meth- 
ods of aligning, etc., treated in 
detail. Essential tools are listed 
for minor fender repairs as well 
as complete rebuilding jobs. 
“Price $1.50, postage prepaid. The 
Fairmount Tool & Forging Co., 
10611 Quincy Ave., Cleveland, 
Ohio. 


Sheffield Duo-Jar Gold 
Enamel and Touch-Up 
Black 


Duo-Jar gold enamel and sil- 
ver enamel offered in unusual 
jar illustrated. Suggested retail 
selling price, 10c. One dozen 
jars of either color offered in 
attractive display stand. The 
Sheffield Bronze Powder & Sten- 
cil Co., Cleveland, Ohio, also 
offers Sheffield Touch-Up Black, 
said to dry dust free in 15 min. 
Special brush is permanently in 
the container top. Suggested re- 
tail selling price 50c. each. With 
order of one dozen an attractive 
merchandiser is offered. 
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Tungsten Power Blade 


B r 
High Speed Stee! 
Power Blade 











A STAR BLADE! 


for 

every purpose 
FrROM special flexibles to all 

hards and from light power to 
high speed hand and power blades 
—and NOW Molybdenum heavy 
duty, extra value hand and power 
blades, Clemson’s latest achieve- 


ment. There’s a superior STAR 
blade for every purpose. 


When you sell STAR blades—you 
can meet every requirement of me- 
chanics everywhere. This is your 
opportunity to capitalize on Clem- 
son’s half century of leadership in 
providing better hack saw values. 
Consult your jobber. 


STAR HACK SAWS 





CLEMSON BROS.,INC., MIDDLETOWN, N. Y. 
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THROUGH 93,000,000 
MILES OF SPACE.... 
... only to be stopped by 
ordinary window glass 


Speeding through space—i86,300 miles per second, 
the shorter (more valuable) ultra-violet rays of sun- 
light reach the earth in about eight minutes, yet a 
piece of ordinary window glass will stop them... 
Lustraglass, however, transmits a substantial amount 
of these all important rays of sunlight, yet costs no 
more than any good window glass. 

Lustraglass can and should be used for all glazing 
purposes... It is a clearer, flatter, more lustrous 
window glass, the “whitest” of all glass made for 
windows—an obviously superior product even to the 
eye of the casual observer. Lustraglass, the ultra- 
violet ray window glass, will make a building more 
rentable, salable and ... livable. It has no “equal.” 
Write for Booklet A-430. AMERICAN WINDOW 
GLASS CO., Fifth Avenue, Pittsburgh, Penna. 
Also makers of Lustrawhite Picture Glass - Armor-Lite Safety Glass and 


Bullet-Proof Glass - Tintaglass - Photographic Dry Plate Glass - 3/16” and 
7/32” Crystal Sheet Glass - Ground and Chipped Glass - Bulb Edge Glass. 


USTRAGLASS 


FLAT=-DRAW N 2 





if Costs NO MORE 
>. 4 . lass} @ ¥ 
iv + & 
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32 Page Booklet 
Describes Atkins 
Grinding Wheels 

And presents information on 
abrasives, bonding processes in 
the manufacture of “Acrolite” 
wheels for steel and “Ferrolite” 
wheels for cast iron, gives stand- 
ard grading lists and illustrates 
shapes of wheel faces. Bakelite 
bonded wheels are prominently 
featured in this edition. There is 
also a handy table of operating 
speeds, directions for ordering 
wifeels, and the grinding wheel 
stock list with prices. E. C. At- 
kins & Co., 402 S. Illinois St., In- 
dianapolis, Ind. 








Waldorf Model 
Electrochef 


Has lines of buffet or table 
top. Model K24 has four surface 
elements, while K23 has three 
surface elements. Both models 
are full sized ranges, fully auto- 
matic with timer clock recepta- 
cles. Platinum gray porcelain 
enamel finish. Equipped with 
storage compartment and large 
oven. Electromaster, Inc., De- 
troit, Mich. 





Dasco Tool and Cutlery 
Catalog Issued 


By Damascus Steel Products 
Corp., 2215 Kishwaukee Street, 
Rockford, IIl., illustrates and de- 
scribes the Dasco line of tools 
and cutlery. Sizes, specifications 
included. Dealer displays de- 
scribed and illustrated. 


Fishermen 





Stewart-Warner Leader 
Electric Refrigerator 


Designed for the small family, 
list, $99.95. Has 8 point cold con- 
trol, porcelain interior, lacquer 
exterior, 4 cu. ft. capacity. Stew- 
art Warner Corp., 1826 Diversey 
Parkway, Chicago, III. 





Marsh Type “R” 
Bonnet Assembly 


Replacement unit. Installed 
by insertion of unit in the old 
valve body and screwing in place. 
Jas. P. Marsh Corp., 2073 South- 
port Ave., Chicago, IIl., says that 
no special tools, machining, 
reaming, or fitting is required, 
and that efficiency is assured by 
quick-opening, high-lift construc- 
tion. Marsh packless feature is 
all metal and is not subject to 
deterioration, wear or cracking, 
says the maker. 


Red Head Bantam 





allowing freedom of both hands 
when necessary. Collar of fine 
grain soft corduroy, with snap 
button in front. Breeches, FPE, 
list, $4, have elastic bottom, re- 
inforced seat and front panels, 
two hip pockets with button 
flaps, two side pockets and watch 
pocket. Cap, No. 40F, list, $1, 
same as No. 40 hunting cap, of 
Bantam cloth without ear laps. 
Unbreakable visor and turndown 
brim. Creel No. 14, list, 85c., etc. 
Red Head Brand Co., 925 West 
Chicago Avenue, Chicago, III. 


Westinghouse All 
China Percolator 


Has light cream colored body, 
with attractive decorations. West- 
inghouse Electric & Mfg. Co., 
Mansfield, Ohio, states that the 
china is acid proof, non-absorb- 
ent, and will not craze. Guaran- 
teed against breakage in ordinary 
art-Warner Corp., 1826 Diversey 
12 oz. 





Dutch Boy 3-Piece 
Window Display 

Intended for use in larger 
stores having full sized windows. 
Center piece stands four feet 
high and complete display ex- 
tends to a width of seven feet. 
Lithographed in ten colors. Na- 
tional Lead Co., 111 Broadway, 
New York City. 





Shademore Fibre Shades 


Will not fray, crack or fade, 
says The Seinsheimer Paper Co., 
Cincinnati, Ohio. Suggested re- 
tail selling price, 10c. Each shade 
equipped with special patented 
gummed strip at top for attach- 
ment to a shade roller. Available 
in a wide variety of colors. Dis- 
play furnished dealers. 
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Fishing Outfit 


Comprises coat, breeches, cap, 
of closely woven waterproofed 
“airplane” cloth, as well as creel. 
Coat, 50F, list, $7, permits wear- 
ing of extra garments under- 
neath. Large plaited pocket 
ticross back, with flap and but- 
tons, four large side pockets with 
button flaps. Sleeves have ad- 
justing strap. Right lapel button 
enables iapel to be folded over 
rod and snapped into a button on 
right chest, for holding rod and 


Sylvania 
Service Kit 

For service men, built of 3 
ply veneer, covered with black 
leatherette with decorative brass 
fittings. Lock and key, kit for 
small parts, tool tray, literature 
rack. Has ample space for 20 
assorted tubes and coil of wire. 
Free to Sylvania dealers and 
service men with small assort- 
ment of Sylvania radio tubes. 
Hygrade Sylvania Corp., Sylvania 
Div., Emporium, Pa. 











HARDWARE AGE 























Replace it 
with ..A 


KIMBALL 
ELEVATOR 


Is your elevator old 
and shaky? Why not re- 
place it with a Kimball 
machine—They are com- 
pact, powerful and safe— 
Tell us the job it has to do 
and let us submit prices and 
data on machine to do it. 





What areyour requirements? 
We have an Engineering 
Dept. to aid you. Write us! 


KIMBALL BROS. CO. 


1205-19 Ninth St. 
Council Bluffs, Ia. 6AA 





























Sell Them 
by the set 





Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 


It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, ete. Try it. 

Forstner oy are the only bits that are not dependent on a center or s 
—_ to guide them. They cut from the outer rim. The entire surfaco is 

¢ work all the time, no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard, knotty, cross grained wood, 
leaving s smooth hole and clean, polished surface. 

Let us send you catalogues. Order through your jobber or direct. 





The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. : 


























A New and Safer 
REVOLVER 


THE |. J. TARGET 
SEALED 8 








2 TARGET SEALED 







PRICED TO 
GET BUSINESS 


NOW 


Retail Prices 
6 Inch $$.50; 10 Inch $9.35 


A New Perfection in Safety 


Counterbored chambers which steel seal the 
cartridges safeguarding against burst car- 
tridge heads and resulting burning of trigger 
finger and discharge of adjacent cartridges. 
De-Flex Sighting Plane, Scored Trigger and 
Hi-Hold Grip. Heavy, Solid Frame. Cham- 
bered for eight 22 long rifle cartridges. 

Send for complete Firearms Folder A cover- 
ing the entire line. Order through your jobber. 


IVER JOHNSON’S ARMS & CYCLE WORKS 
FITCHBURG, MASS. 





SAN FRANCISCO 


NEW YORK CHICAGO 
151 Chambers St. 108 W. Lake St. 731 Market St. 
MONTREAL 


511 Coristine Bldg. 

















Improved PIPE TOOLS 


have features that 


close sales 


You can turn “lookers” into buyers 
with ARMSTRONG BROS. “Better 
‘Pipe Tools” for each is an improved 
tool with many selling features—- 
from 4 to 10 features not found on 
ordinary pipe tools. 

In a buyers hand, an ARMSTRONG 
BROS. pipe tool is half sold for it 
has the satisfying “feel” that comes 
from perfect balance, is clean-cut 
and well finished. These are lighter 
though stronger tools that are made 
of better stuff with alloy steels, drop 
forgings and hardened parts wher- 
ever they will add to strength or life. 
This is one of the very few lines of 
pipe tools that is being consistently 
advertised today—that is being called 
for by name. Dealers Helps are 
freely furnished. Prices (profits) 
N protected. 


Pipe tool buyers are 

directed to look for 

the Arm-and-Hammer, 

the distinguishing mark 

on every “Better Pipe 
Tool.’ 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave., CHICAGO, U.S. A 


The most complete 
line made: 
Solid Dies and Stocks 
Adjustable Dies and Stocks 
Ratchet and Triplex Stocks 
“‘Saunders’’ Pipe Cutters 
“‘Barnes’’ Pipe Cutters 
Heavy Duty Pipe Cutters 
Knife Blade Cutter Wheels 
Hinged Vises (2 types) 
Chain Vise (patented) 
Pipe Vise Saddle (patent) 
Chain Wrenches (3 types) 
Pipe Wrench (patented) 


Write for Catalog 
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Universal Display 
No. 992 


Has dark blue steps with ris- 
ers and sides of Persian orange. 
Offered free to dealers handling 
the line, upon purchase of $150 
order of Universal electric ap- 
pliances, or for $3.75, half the 
cost, with orders, for one dozen 
assorted Universal appliances. 
Landers, Frary & Clark, New 
Britain, Conn., will rebate the 
$3.75 when orders total $150. Ex- 
pressed collect in flat package 52 
in. long, 29 in. wide x 1% in. 





Disston File Sales Pack 


Contains twelve cards, on each 
of which are mounted: 1 Disston 
6 in. extra slim* taper file and 
1 Disston No. 0 Stronghold file 
handle, 1 Disston 10 in. mill 
bastard file and 1 Disston No. 3 
Stronghold file handle, 1 Disston 
8 in. mill bastard file and 1 Dis- 
ston No. 2 Stronghold file handle, 
having total suggested retail value 
of $10.80. Dealer cost $7.20. 
Cards attractively printed. Three 
files are the best sellers in the 
line. Respective suggested retail 
selling price of files and handles, 
respectively 25c., 35c. and 30c. 
Henry Disston & Sons, Inc., Phil- 
adelphia, Pa. 





Lufkin “Wizard” 
Tape Rule 


A 6 foot flexible-rigid tape 
rule, list, $1. Tempered steel] 
blade, 5% in. wide, stiffened by 
special forming. The Lufkin Rule 
Co., Saginaw, Mich., states that 
unsupported it may be projected 
like a rule to walls, ceilings, or 
into openings and will flex 
around and accurately measure 
circles and odd shapes. Figures 
and lines clear and distinct with 
markings 72 inches to l6ths. 
Blade has end hook. Accurate 





butt end measurements can be 
taken from shoulders of blade. 
Case inclosing blade, is nickel 
plated, 2 inches in diameter and 
of sturdy construction, and will 
stand on edge, allowing rule 
blade to lie flat on the work. 
Blade manually withdrawn and 
returned. Individually packed, 6 
boxes in red and yellow display 
container. 


Superior Modernistic 


Door Holder 


Made in cast iron, cast brass 
and bronze, in polished, semi- 
polished and un-polished finishes. 
Of attractive modernistic de- 
sign. Superior Spring Hinge Co., 
550 W. Lake St., Chicago, IIL, 
states that the door holder holds 
door firmly in any position, in 
both directions on any type of 
floor surface. One size only, 
length 7 inches. Reach one and 








Marks Snapit 
Switch Plug 


Is of Bakelite molded material. 
Available in various colors. Sug- 
gested retail selling price about 
44c. Marks Products Co., Inc.., 
230 N. 9th St., Brooklyn, N. Y. 





Powell “Utility” 
Sink Strainer 


Provides combination cover and 
stand. Cover has scraper edge, 
making it a scoop for lifting 
refuse from bottom of sink into 
strainer. May be used as utility 
dust pan, etc. Cover embossed to 
accommodate feet of strainer so 
that units nest together. Both 
parts of steel, in green, blue or 
ivory. Suggested retail selling 
price, 25c. per unit. The Powell 
Pressed Steel Co., Hubbard, 
Ohio. 


one-half inches. A Superior Mod- 
ernistic Special door holder, 
without rubber tip is also offered, 
especially for outside doors 
where doors are either wide open 
or closed. May also be used as a 
dead bolt. 





“Ray-Bud” Combination 
Ash Tray and 
Thermometer 


Has case of cast metal with 


either statuary bronze, copper 
oxidized or new durable enamel 
finish dial and hand protected by 
glass, bottom covered with felt. 
Removable glass ash receiver. 
Packed in attractive gift box. 
Bottom size, 3% in. x 6% in. 
Suggested retail selling price, 
$2.50, plated finish; $2.25 for 
enamel finishes. Dealer costs per 
dozen respectively, $15.60 and 
$14.40. Ray-Bud Studios, 462 N. 
Parkside Ave., Chicago, Ill. 





“CCC” Rat Killer 


Is sweetly flavored and has an 
odor that attracts rats and mice. 
Should be spread on bread or 
cheese. Liquid form, requires no 
extra mixing. Carbide Chemical 
Co., Inc., Natural Bridge, N. Y., 
states that after eating “CCC” 
rats and mice rush for open air 
and water, seldom dying indoors. 
The maker states that it is harm- 
less to human beings, poultry or 
animals. Dealer cost, $3.60 per 
dozen 2 oz. jars. Suggested re- 
tail selling price, 50c. each. 


““Speed-Saw” 


An electric driven ball-bearing 
bench saw and grinder, has 14/18 
in. gray iron table, disc ground; 
two parallel milled slots in table 
top for calibrated bevel pro- 
tractor. Table tilts to 45 degrees. 
Saw blade raises and lowers. Has 
8 in. combination cross and rip 
saw blade, which rotates on ball 
bearing shaft and will cut 
through wood 2% in. thick, says 


Thomas & Nye, Inc., Warren, 
Ohio. Safety guard over saw 
blade, rugged rip guide, cuts any 
angle and is adaptable to a 2 in. 
planer head. Efficient V_ belt 
drive, % hp. heavy duty motor, 
off and on switch in terminal box 
in motor, grinding wheel and 
tool rest, pulley for driving other 
equipment, 10 ft. cord with plug. 
Applicable for Dado head. 
Shipped ready to run. Suggested 
retail selling price, $37.50. 





HARDWARE AGE 














Spring Hinges of Quality 
~~(CHICAGO) 


AB . SPRING HINGES. 
arqgqatn 
9g Check (~ ) These “Triplex” Features 


1. No joints where metal of the 
sasomto = barrels continues as the con- 
necting web. This avoids expos- 
ing springs to moisture, which 
would cause rust and breakage. 












in Luxury 





@ Now you can enjoy the luxury and convenience of the Book- 
Cadillac Hotel in Detroit at prices that fit 1932 budgets. 





2. Entire body, composed of bar- 


@ Many of the 1200 rooms of this famous hotel now are priced | rels and connecting web, is made 
as low as $3 a day for one person, $5 for two. And every | Barre thet teint” ~=9from one continuous piece of 
room has bath, circulating ice water, and other modern metal formed so web has three 


conveniences. | wxwsee thicknesses and barrels only one 
@ Restaurant prices have been scaled down to thrifty new thickness. 
levels, too. The five restaurants include a cafeteria and 


coffee shop with quick service and popular priced menus. 
@ Try the Book-Cadillac the next time you visit Detroit. 


3. Lock washer holds ball tips 
securely in place and preserves 
appearance of hinge. Every 
owner wants his building to ap- 
pear well kept 


& ' } . 
Under direction Book: Oadillac Ask for “Triplex” Spring Hinges. 


of Ralph Hitz DETROIT They are internationally known. 
E. T. LAWLESS 
Manager 


Chicago Spring Hinge Company. 
CHICAGO NEW YORK 
U.S. A. 












HOTEL NEW YORKER, NEW YORK, ALSO UNDER RALPH HITZ DIRECTION 





























Superior Brand 
Hardware Cloth 
is true to hard- 











on your 
NAIL “SALES 


ware cloth 


po es Nail package contains 








. ; 
{ PERE: stan d ar d Si EXACTLY 5 pounds of Sterling Non- 
+ Splits Oval Nails. a ce 
iT > easurement insure u ro, on 
tt ; Smooth, rou nd pone sale. 2 And ‘ae sored quickly 
it y —for Sterling Non-Splitz pagel ge 
; rir ‘ » aged Nails find instant favor with all 
i ; wire a ] wavs Nail users > oe om they are intro- 
Hebe i standard size. 
1 | LL eget TH 
lascaank es Woven evenly 














and thoroughly 
Many Exclusive 
Selling Features 
No longer need you worry 
about ordinary Nail com- 
petition. Now you can be 
sure of quick Nail sales 


galvanized. 


At Your Jobber 


Patented No. 1846709 


G. F. Wright with 100% repeat business. Sterling Non-Splitz is the better 

: Nail. Its oval shank fits the grip—the chisel point cuts the grain 

Steel & Wire Co. —split wood is eliminated. F{igh carbon content stock prevents 
Worcester, Mass. bending when driven. 50 to 70% more holding power—8 to 


10% more Nails per pound. Attractive carton of unusual display 
value instantly attracts your customers. Sterling Non-Splitz are 
easier and quicker to sell—no weighing or wrapping. 


FREE Display Stand. Write today for complete information and how 
to get sales-making Display Stand free. 


NORTHWESTERN BARB WIRE COMPANY 
Since 1879 
STERLING, ILLINOIS 
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Green Anode Rubber 
Covered Dish Drainer 


Said by Miller Rubber Prod- 
ucts Co., Inc., Div., The B. F. 
Goodrich Company, Akron, 
Ohio, to protect dishes being 
drained and to protect the sur- 
face of kitchen sinks, as well as 
aid in elimination of noise. Of- 
fered in two types listing at $1 


and $1.25. 





Westinghouse Issues 
Home Lighting Folders 


“A Recipe for Good Home 
lighting,” covers the proper light- 
ing applications for living room, 
bed-room and bath. “Lighting 
Your Hall, Kitchen and Dining 
Room” covers the proper appli- 
cation for these rooms. Both 
folders comprise six pages, each, 
printed in two colors. Space for 
dealer’s imprint on back of each 
folder. Without imprint, there is 
no charge for the folders. West- 
inghouse Electric & Mfg. Co., 
East Pittsburgh, Pa. 

















Model 30 Easy Ironer 
Listing at $69.50 in the East, 


is mounted on a two-tone green 
steel table with extension drop 
leaf. Equipped with finger-tip 
control, and easily operated roll- 
stop device. Has 26-in. roll fully 
open at left end and 1200 watt 
shoe with extra heat at open end, 
providing higher ironing temper- 
ature at that point. The Syracuse 
Washing Machine Corp., Syra- 
cuse, N. Y. 


C. M. McClung & Co. 
Issues Catalog No. 100 


General hardware catalog No. 
100 has been issued by C. M. 
McClung & Co., Knoxville, Tenn., 
wholesale hardware distributors. 
Contains more than 800 pages of 
data, including illustrations, spe- 
cifications, and price informa- 
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tion; also includes dealer display 
material and installation data on 
pumps, etc. Some of the items 
are illustrated in actual colors. 
Instructions are given for the 
sending of mail orders. A com- 
plete thumb nail index is in- 
cluded as well as a division in- 
dex. 





Premier Ball Bearing 
Bench Grinder 


Equipped with new flange 
guard. Two models, 1% h.p., 1750 
rpm. and % h.p., 3600 r.p.m., 
both equipped with rugged 8-in. 
ball bearing motor. Tool rests ad- 
justable in all directions. Toggle 





switch located in the base. Split 
phase A.C. motor starts with less 
than 15 amperes, says The Sun- 
light Electrical Mfg. Co., War- 
ren, Ohio. Grinder is a portable 
commercial model built to per- 
form various duties in factory, 
machine shop, garage, or wher- 
ever buffing and grinding is nec- 
essary. 








Jungle Fly 

Liquid “fly dope,” is said by 
Hewitt Laboratories, Inc., 110 W. 
42nd St., New York City, to be a 
mosquito repellent which is actu- 
ally good for the skin. Suggested 


retail selling price, 50c. per 2 
ounce bottle. Dealer cost, $4 per 
dozen. Distributed by Schieffelin 
& Co., 16 Cooper Square, New 
York City. 


Universal Blower Co. 
Bulletin No. 501 


Gives general and dimensional 
data on Ventors, forced draft for 
range recesses, plastered stove 
domes or arches, etc. Diagrams 
and illustrations show installa- 
tions of small blower and fan 
application. Universal Blower 
Co., Birmingham, Mich. 


Union Refrigerator 
Baskets 


Offered in two sizes, are of 
heavy, retinned and welded steel 
wire, with wide mesh construc- 
tion to permit free circulation of 
cold air. Egg basket, 7-in. square 
by 3%4-in. deep, holds two dozen 
eggs, while the fruit and vege- 
table basket, measures 7-in. by 
14-in. by 3%-in. high. Small bas- 
ket costs dealer $1.10 per dozen, 
list $15c. Larger basket costs 
dealer $1.50 per dozen. List, 20c. 
each. Union Steel Products Co., 
Albion, Mich. 





Vacuette Electric 
Cleaner with 
“Sani Em-Tor” 

Bag emptying device, permits 
bag emptying without taking bag 
off machine. Device has cast 
aluminum hopper attached to ex- 
haust port of fan case, remaining 
permanently attached to body of 
cleaner. -Cloth bag attached to 
hopper. Emptying accomplished 
by detaching bag support chain 
at top and shaking bag. Sani-Em- 
tor emptied by releasing a lever 
and dumping dirt out through 
removable lower section which 
swings out on a bail or hinge. 





The Scott & Fetzer Co., Cleve- 
land, Ohio, states that the ma- 
chine has high speed, dynamical- 
ly balanced motor, positive in- 
stance nozzle adjustment, sealed 
bearings packed in grease, and a 
two-year guarantee. List price, 
$37.50, straight air model, $42.50 
for revolving brush model. Deal- 
er discount, 40 per cent. 


Loometal Folder 
Describes Grilles 


And holds three samples show- 
ing the weaves of these metal 
grilles, offered by Loometal Prod- 
ucts, No. 125 Walnut St., Water- 
town, Mass. Weave S-5 is said to 
be a non-vibrant ventilated steel 
that practically shuts off visibil- 
ity. Weave S-7 is for use wher- 
ever ventilation and decorative 
effects are desired, while weave 
No. SR-8 is suitable for use 
where a light gage is sufficient. 









































Series 1200 Standard 
Electric Ranges 

Nos. 1237 and 1238 have been 
added to the line of “1200” series 
of The Standard Electric Stove 
Co., Toledo, Ohio. Both ranges 
have a large aluminum lined 
oven, four hotplates or three hot- 
plates and unit cooker, concealed 
panel and plate warmer. Avail- 
able in a variety of six finishes 
without extra charge. No. 1237 
illustrated. 
“Hints to Beginners in 
Trapshooting”’ Issued 


In vest pocket size in primer 
style gives many slants on trap- 
shooting, and is being distrib- 
uted free by the Sporting Powder 
Div., E. I. du Pont de Nemours 
& Co., Wilmington, Del. The 
company drew upon the experi- 
ences of many crack trapshoot- 
ers. In addition to the many hints 
on shattering the clays, there are 
pages devoted to “Etiquette” and 
safety rules for trapshooters. 


Franklin Saw Sets, 
Excelsior Pattern 
Saw Tool 


Saw set No. 302 has lever 
placed on lower side, where it is 
operated by moving fingers. 
Hardened anvil and _ plunger, 
tempered steel spring. For cross- 
cut and circular saws, single 
tooth, 14 to 20 gage; list, $36 
per dozen. No. 402 saw set for 
crosscut M and Champion tooth 
saws, 14 to 20 gage; list, $36 per 
dozen. Franklin Excelsior pattern 
saw tool, No. 41, illustrated, for 
users of large crosscut saws. Set 
comprises jointer, which is also 
used as raker tooth gage and side 
filer, a setting block and a set 
gage; list, $10 per dozen sets. 
Franklin Tool Co., 505 Genessee 
Street, Buffalo, N. Y. Sales rep- 
resentatives, Central Sales 





Agency, 415 South Crouse Ave- 
nue, Syracuse, N. Y. 





RAKER TOOTH GAUGE. 
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Kimball 


HAND POWER "ELEVATORS 
Fast and Safe 


A most inexpensive and 
simple elevator to install 
and operate where an elec- 
tric elevator is not feasible 
— comes sawed, drilled, 
fitted ready for anyone 
handy with tools to as- 
semble and install. 


Builders of 


Hand Power 
Light Electrics 
Push Button 
and All Types of 
Electric 

Elevator : 
Machines amititcs, vooTs- 



























WRITE FOR DETAILED INFORMATION ON 


KIMBALL ELEVATORS 
KIMBALL BROS. CO. 


1205-19 Ninth Si. Council Bluffs, Ia. 














e St. Louis’ 
Popular 


| Fireproof {i 
Hotels 
THE AMERICAN ortcut 


275 ROOMS 
EACH WITH A BATH 
MARKET STREET at SEVENTH 
RATES $2.00 UP 





THE ANNEX 


226 ROOMS 
EACH WITH A BATH 
MARKET STREET at SIXTH 


HOTELS RATES $1.50 UP 


St. Louis, Mo. 











Good Management 


is merely the transmission 
of the intentions and pur- 
poses of the management 
through the staff to the 
customers. 
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Bommer 


Spring Hinges 
are |, _ by 
the best ‘i rigorous 

te) test 





Millions 
and Millions 


of People are Pushing 


Them 


whenever they open a door 





Follow the line of least resistance 


Sell Bommer Always 


They are the best 
Bommer Spring Hinge Co., Brooklyn, N. Y. 


J The 
Ske LINE 

There is a wide field for the 
use of products such as manu- 
factured by Stewart. 

You, as a hardware man, are 
the logical one to supply the 
demand for Fence, Gates, Win- 
dow Guards, Folding Gates, 
Balcony Railing, etc. 

Let Stewart be your source 
of supply for any of the items 
shown at the right. Equip 
yourself with our selling litera- 
ture and be ready to convert 
that “next” inquiry into a 
nrofitable order. 

Write today stating products 
in which you are particularly 
interested. 











The STEWART IRON WORKS CO., Inc. 
814 Stewart Block 
Cincinnati, Ohio 














An 
Improved 
Coffee 
Mill 





Have You Tasted the Very 
Best Coffee? 


If you have, you know it was freshly ground just a few 
minutes before it was served to you. You know that the 
sweet aroma was blended into the flavor only because the 
coffee bean was ground just before brewing. @ Emphasize 
this salient fact to your customers. They are aule con- 
vinced when it is the flavor of their coffee that is concerned. 


ARCADE "a2 %Ays 


IRON 


ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS _ 


MORE SOLD 


More Good Luck Jar Rub- 
bers are sold than any other 
kind. Used by experts and 
home canners for 20 years. 
Highest quality jar rubber 
made. Nationally adver- 
tised. Excellent profit. Big 
repeats. 10c a doz. Two 
gross (24 cartons) in full 
color display container. 


‘czeoleo}om ailel Gerry -di.).1-12- 


With the BIG handy lip 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 


Sell COLUMBIAN— | 
the Most Modern ' 











Columbian does not keep up with the times — 
it keeps always ahead of them. Every modern 
improvement will be found, perfected in 
Columbian Tape-Marked Rope. 

Sell your customers Columbian — the greatest 
value giving rope on the market. Send for a 
copy of our folder, “What Waterproofing 
Really Means.” 

COLUMBIAN ROPE COMPANY 

Auburn “The Cordage City”, N. Y. 
NEW YORK CHICAGO BOSTON NEW ORLEANS 
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The Story Told by Failures 


(Continued from page 35) 


| failed since the National Banking Act was passed 


_have paid in liquidation 88.4 per cent of their 

_ claims. This compilation covers 1,073 national 

_ banks and may be regarded as the results to be ex- 

pected under the best possible supervision. In or- 

dinary business failures, the per cent actually paid 

_ in liquidation occasionally runs as low as 5 per 
cent.” 

However, referring to the table above showing 
| the cause of the failures we are given a good deal 
_ of food for thought. You will notice the total in- 
| ternal causes of failures “non-culpable” the percen- 

tage is 41.2 per cent, while the total internal causes 
culpable are only 1.3 per cent. The total “external 
| causes” are 57.5 per cent. According to this table 
_ these who fail make a very good showing in the 
| way of personal honesty. For instance, the “fraud- 
ulent disposition of property” only accounts for 
0.5 per cent of the total. “Speculation outside of 
legitimate business” only 0.1 per cent of the fail- 
“Neglect of business, doubtful habits” only 


| ures. 
| 0.4 per cent. “Personal extravagance” only 0.3 
| per cent. The total of all of these personal weak- 


| nesses, as stated above, is only 1.3 per cent. 
Largest Causes 


The three largest items causing failures, accord- 
ing to this “Bradstreet’s” report are Incompetence 
(lacking judgment, consideration, tact or general 
ability) 12.2 per cent. Undertaking to do too 
much business for capital employed, 25.7 per cent. 
Unfavorable circumstances (floods, fires, trade de- 
pression), 54.9 per cent. Undue competition (un- 
able to stand sudden or unscrupulous competition ) 
you will note accounts for only 1.5 per cent of the 
total failures. Therefore, a student of business 
could eliminate all of the causes of failures except 
three, and these three causes would give us 92.8 per 
cent of the causes of all failures. These three causes 
| are incompetence, undertaking to do too much busi- 
ness with capital employed, and unfavorable general 
business conditions. Of course, if a dealer is just 
naturally incompetent and lacking in judgment very 
little can be done to save him. Here the hard rule 
_ of the survival of the fittest must take effect. Men 
| not fitted to do business, the incompetent, should be 
| eliminated and while this is hard on the individual 
_ it will be good for the business in general. 

Undertaking to do too much business with capital 
employed is a cause that is not so hopeless. In 
plain English this means “biting off more than one 

can chew.” This is one of the great American 
| weaknesses—a result of the gambler’s instinct when 
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a merchant is willing to take a chance when failure 
may be a result. It indicates a lack of conservatism. 
Manufacturers, jobbers and retailers have all suf- 
fered from this cause. It is one of the results of the 
mad craze for increased volume regardless of 


profits and regardless of working capital invested | 


in the business. It is the old story of a farmer 
intensively and thoroughly working his small farm 
and making more money than his neighbor trying 
to work more acres than he has capacity to cover. 
But what are we to do with the largest factor of 
all, “unfavorable circumstances” (floods, fires, trade 
depression), showing the enormous percentage of 
54.9 per cent? I cannot imagine that floods and 
fires are a very large part of this percentage. It 





seems to me that the larger part of this figure is em- | 


braced in general trade depression. In _ other 
words, a shrinking of consumer buying. The vol- 
ume of business drying up by want of buyers. There 
is, of course, only one thing that can cure this sit- 
uation, and that is the downward adjustment of the 
number of merchants and sellers to the reduced 
number of consumers, or, on the other hand, an 
increase in consumer buying power. If we cannot 
show this increase in buying power, then logically 
the only alternative is a continuance of failures 
until the scale is adjusted so it will balance more 
evenly between the amount of buying being done 
to the number of merchants in business. There is 
no question but that the conditions through which 
we are passing, and the eliminations that are tak- 
ing place, will lead to the necessity of far better 
leadership in handling the business affairs of this 
country. Leaders must not only know facts, but 
they also must know just what these facts mean and 
beyond that they must study and act quickly upon 
the best methods to resist the losses brought about 
by the conditions that surround them. 





Read L. W. Moffett’s article on the new 
taxes and how they affect the hardware 
trade, on page 29 of this issue. This 
article by the Washington representative 
of Hardware Age will make clear the 
phases of this question which every re- 
tailer, jobber and manufacturer should 
know. 
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es O <EBy,! 


“,..and if yez buy any more of 
that stuff that rusts—I QUIT!” 


“It's a pity” I sez, “that a body can’t leave 
a few knives and forks over night with- 
out ‘em turnin’ red with rust. I'm used 
to workin’ fer the finest people. @ Solid 
Stainless Steel has always been in my 
kitchen and the family would as leave 
eat their victuals off paper plates as have 
a table set with that old fashioned stuff. 
Oh! I know what's what, and I know that 
there ain't nothiril’ handsomer than that 
genewine, rich, shiny Stainless.” This is 
the Stainless Age. Why waste effort try- 
ing to do a volume business in old fash- 
ioned hardware? @ Genuine Stainless 
Steel is manufactured only under the pat- 
ents of American Stainless Steel Company, 
Commonwealth Building, Pittsburgh, Pa. 


Write now for a copy of our new booklet. 


STAINLESS STEEL 
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SOMETHING NEW 
SAVE sg 





COLD FOZ AN ye aT 
WATERPROOF 
PROOF GLUE era 





USED WITHOUT WASTE 


Mixes with cold water turns and hardens into wood. 
Takes the place of all glues, cements, crack filler, 
putty and solder. 


100 times stronger than liquid glue. 
For inside and outside work. 


GOOD FOR OVER 1,000 USES 


ADHERES TO WOOD, METAL, CLOTH, FIBRE, 
LEATHER, STONE, SLATE, LINOLEUM, ETC. 


TRY IT ON ANYTHING 


Dealers, Jobbers, Large Users and Manufacturers’ 
representatives, write for sample and discounts. 


Manufactured by 


TARZAN PRODUCTS COMPANY, INC. 
South Hill, Virginia 























NEED HELP? 


A man who didn’t know how to swim 
fell overboard, but he knew how to 
ADVERTISE and kept shouting 
“Help Wanted!” 


Some one heard him and he was 
rescued. 


Those who cry “Help Wanted!” in 
Hardware Age, the authoritative na- 
tional hardware paper, are heard all 
over the country. 


HARDWARE AGE 
Classified Opportunity Dept. 
239 W. 39th St. New York 
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Hardware Stores Throw Out 4 to 
5 Pounds of Unwanted Dealer 
Helps Weekly 


UMEROUS instances of both advantageous use and 

unprofitable waste of dealer-help materials sup- 
plied to retailers by manufacturers and distributors are re- 
ported in a special study of this form of promotion included 
in the Department of Commerce’s recent commercial survey 
“Hardware Distribution in the Gulf Southwest.” 

Of 477 retail hardware stores, a considerable number 
reported that they used practically all of the advertising 
matter sent to them, and that the quantity of such material 
had not changed greatly in recent years. 

More than 50 of the stores, ori the other hand, reported 
receiving supplies of circulars or other dealer helps for 
lines of goods not carried at all. 

Inquiries sent to a group of the retailers asking that 
they weigh all “direct-mail advertising material neither 
read nor saved for reference” for one week, revealed that 
the typical store answering threw away 4 pounds per 
week of incoming circulars. The typical store in towns 
of less than 50,000 recorded 5 pounds of waste matter, 
while the typical neighborhood store reported about 2 
pounds. 

The retailers were also asked to estimate “the poundage 
of sales-promotion material -for distribution to customers 
either not usable, not requested by dealer, or applying to 
lines not handled.” The typical store here reported re- 
ceiving over 20 pounds of useless sales-promotion material 
in a six-months period, usually bundles of circulars ap- 
plying to lines or items not carried, and often imprinted 
with the dealer’s name, preventing salvage. 

About one in every five merchants was found to use 
the counter displays and similar devices offered to him. 
Several particularly progressive dealers, however, pointed 
out that the new type of open-display merchandising min- 
imizes the need for counter-display devices, most of which 
were thrown away without even a trial. Some of the 
dealers kept window-display sets in reserve by filing them 
away, in this manner apparently increasing satisfaction 
and reducing waste. 

Stores serving a family trade reported achieving good 
results with demonstrations of stoves, washing machines, 
radio, and the like, put on by the manufacturers’ repre- 
sentatives. In some instances, however, it was claimed that 
the effectiveness of this method of sales promotion is 
diminishing. A system of price tags of neat and attractive 
appearance was declared by several dealers to be one of 
the most acceptable helps ever received from a manu- 
facturer. 

Stores selling specialty lines were found to take ad- 
vantage of practically every type of dealer cooperation 
offered. A number of stores of this type were making suc- 
cessful use of outdoor billboards, direct-mail material, 
newspaper electrotype, demonstrations by factory agents, 
and similar promotion methods. 
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Steel Brick and Mortar Hods 





No. 158 Mortar, No. 
26”x12” x 1144” deep. 
Have been used for years because of their strength 
and lightness. No dripping onto the user’s back. 
They are all steel too. 
Present Prices Will Interest You 
Made by 


THE CLEVELAND WIRE SPRING CO. 
E. 38th St. and Hamilton Ave. Cleveland, Ohio 


162 Brick, 
22”x10"x7” deep. 














POULTRY SUPPLIES 





Poultry Leg Bands 


Moe’s Big Boy Feeder 


Moe’s Line—A standard complete line of Poultry Equipment. Sold 
wherever poultry is raised and nothing better made. 


Write for 72-page Catalog and Prices. 


HoEFT & COMPANY 





x 
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SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Nate) 5 OOO) 9B) 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord” 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 


mBRUSHN U 
Sells fast 














p BRUSH-NU COMPANY 


BALTIMORE MARYLAND ‘ 














2305 Davis St., North Chicago, IIl. 
A Big Seller 
—s 7 
in Screen Time J 
Every Housekeeper who sees 


Moore Embossed 
Numbered Screen Tacks 


on a dealer’s table or counter will purchase 
a set. 
In Boxes, 1 to 25, and up to 100. 
Duplex Sets on Mounts, 1 to 15, and up to 90. 
Order today from your Jobber 


MOORE PUSH-PIN CO. 
Wayne Junction Philadelphia 
























Soldering 
and 
Tinning Flux 





This practical Flux has features which commend 
it to all who use solder. Rubyfluid saves solder, 
never gums, corrodes or tarnishes metals, is not 
poisonous to handle or work with—and contains 
pd acid or chemicals which throw off poisonous 
umes. 


Good seller to plumbers, tinsmiths, radio men, 
electricians and workers in brass, steel, copper 
and art glass. Shipped in all sizes of containers 
from % pint tins to ten gallon cans, Also in bar- 
rels and % barrels. 


Send for FREE sample and prices. 


RUBY CHEMICAL CO. 
68 McDowell St., Columbus, Ohio 


AAAAAAAAAZ 


For All 
METALS 
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NOTICE 


July 21st Issue: The Florence page is one of the 
most unusual and interesting advertisements ever written. 
Send for a copy of ‘‘The Big 3 — and Profits for me!"’ 


FLORENCE STOVE CoO. 
GARDNER, MASS. 


Manufacturers of Oil Ranges, Ovens, Space Heaters, 
Range Burners — Gas Ranges and Electric Ranges 

















rn 
DIAMALLOY 





One-Third The new Diamalloy Featherweight Adjustable 

THINNER Wrench is twice as strong yet a third thinner 
e than the standard pattern. Made of newly 

STRONGER developed alloy steel of remarkable strength. 
e Fits where other wrenches will not. With- 

LIGHTER stands severest strains without damage. Write 
e for information. 


Diamond Calk Horseshoe Co. 
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There is an ACCO Chain for every 
industrial, farm and home purpose 
—in bulk or made into specialties. 
Concentrate on this profitable quality 
line. Made by the world’s largest man- 
ufacturer of welded and weldiess chain. 


AMERICAN CHAIN CO., Inc. 
Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Chains. 
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50% Dealer Profit in this 
Special Maydole Assortment 


This new assortment 
of Maydole ‘‘Best 











oii MERS— Sellers,’’ convenient- 
Quatity_HAMME aa ace ly packed in an at- 

ot he oY Needs tractive display car- 
Choose from This Assortment a Hammer for Your } ton, includes ham- 


mers of the famous 
Maydole quality in 
sufficient variety of 
types, sizes and 
prices to cover the 
requirements of the 
average dealer. And 
the dealer enjoys a 
50% profit. 

Write or ask your 
jobber for complete 
details. 


David Maydole 
Tool Corp. 
Norwich, N. Y. 



































viciggso—~gee PRODUCTS 
BIG iG SELLERS 


COBBLER OUTFITS and Shoe 
Lasts and Stands are in big 
demand right now. Shoes are 
worn longer— men are “half- 
soling their ” Display Ply- 
mouth Cobbler sets on your 
counter and in your window 
and watch them sell. Plymouth 
roducts also include “Gem,” 
“Little Giant,” ‘Never Fail” 
and “R & H” Corn Shellers and 
“Rapid” and “Korn King’ 
: pare gtagy De Write for estaleg 
ECONOMY — <snctitha caseigseieeen 
—~ eats THE FATE-ROOT-HEATH CO. 

COBBLER rerainins 1322-1358 High St., 
Plymouth, Ohio 














Sheffivid 


Sensational New Wax That 
Eliminates Work and Drudgery 


No-Rub Wax 


No Rubbing 
No Polishing 
Special Big-Profit Deal backed by 
Sensational Display Material. Don’t 


Delay! Phone or write your Jobber 
TODAY. 


The Sheffield Bronze Powder & Stencil Co. 
5817 Kinsman Road, Cleveland, Ohio 














BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 





| lvoe 
eae 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 





Sample free. 
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Gunners Want 
Hoppe’s No. 9 


They know it will remove the dangerous 
leading from gun bores, and PREVENT 
RUST. Also cleans away all powder resi- 
due and metal fouling. 


, In 2 ounce bottles 
= HOPPE’S LUBRICATING OIL 
——S— 


“4 is specially recommended for the 
HOPPE S moving parts bed — fishing —_ 
LUBRICATINS and all household purposes. ig 
— viscosity, colorless and odorless, S¢nd teday for 
In 1 and 3 ouncecans. Order from ew GunClean- 








your Jobber. E ing Guides. 
FraANK A. Hoppe, INc. 
2314-H N. 8th St. Philadelphia, Pa. 


DO YOU KNOW 


that aggressive hardware dealers 
are increasing their annual profits 
by selling the quality line of 
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INDEX TO ADVERTISERS 








THE ADVERTISERS * 


'NDEX is published as a convenience and not as a part of the advertising contract. Every 


No allowance will be made for errors or failure to insert. 


care will be taken to index correctly. 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 
apply to “Business Opportunities,” “Sales 
Accounts Wanted” and “Sales Representa- 

tives Wanted” advertisements. 





Set Solid, Minimum of 50 words.... 
Each additional word..........- 


All Capitals, Minimum of 50 words.. 4.00 
Each additional word....... cooce 8 


Allow Seven Words for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will 





Pe axicind DISPLAY RATES 


eccccccccccccccccccces cc eGOOO 
Each” additional inch..........+..- 4.00 


Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted or Help 
Wanted Advertisements. 


HARDWARE AGE is published every other 
Thursday. Forms close Nine Days previous 
to date of publication. 


Address your advertisements and replies te 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 


not be reforwarded 

















HELP WANTED 


EXPERIENCED HARDWARE MEN located 
within the Metropolitan district of New York 
City will find it to their advantage to register 
with this bureau for positions. We are called 
upon from time to time to fill vacancies in the 
hardware industry and we need clean cut and 
thoroughly experienced young men. No registra- 
tion fee required. 

ASSOCIATED PLACEMENT BUREAU 

152 West 42nd Street 
New York City 





Wisconsin 7-1802 





SALESMAN WANTED—We have an opening 
for an experienced wholesale hardware salesman 
to represent us in the territory embraced by 
Greene, Columbia, Dutchess and Ulster counties, 
New York. A dealer following in the territory 
described is desirable. Address Underhill Clinch 
& Company, 84 White Street, New York, N. Y. 





SALES REPRESENTATIVES 
WANTED 


SALES REPRESENTATIVES 
WANTED 








WANTED 


well-known line of 
territories for coming year, 
salesmen who have had 
each of 
Michigan, 
Virginia, 


by manufacturer of Lawn 
Mowers, arranging 
services of first-class 
previous Lawn Mower experience, for 
following states: Illinois, Indiana, 

Ohio, Western Pennsylvania, West 
Kentucky. In replying give complete informa- 
tion as to references, territory covered, and name 
of firms now representing. Address Box J-835, 
care of HARDWARE AGE, New York City. 

















DISTRIBUTORS AND AGENTS WANTED 


to sell the wholesale and retail trade the new 
Reflex Automatic ventilating window lock. The 
only lock of its kind with these features. Latch 


automatically prevents window from rattling and 
is designed almost burglar proof. Makes a 





snappy demonstration and is priced right. All 
territory open except Ohio. Tell us of your 
experience past ten years. Address REFLEX 
CHEMICAL & MFG. CO., 6307 Dibble Ave., 
Cleveland, Ohio. 

DISTRICT MANAGERS WANTED / for 


Southern States, Ohio, Illinois, Kansas, Missouri 
and Texas to represent company distributing floor 
maintenance product. Only high quality men 


REPRESENTATIVES 
Kentucky, Missouri, 
Wisconsin (other 


MANUFACTURERS’ 
to cover Tennessee, Iowa, 
Texas, Kansas, Nebraska, 
states closed) on new  floating-type faucet 
washer. Nothing like it. Sensational seller— 
jobbers and dealers invariably repeat within 30 
days. Commission. Give full details, also pres- 
ent lines. Address DUCHARME PRODUCTS, 
INC., Western Reserve Bldg., Cleveland, Ohio. 





SALESMEN WANTED—To sell Malleable, 
Cast Iron_and Drainage Fittings, Pipe Nipples, 
A Couplings, Unions, and Brass Goods at 
74%4% commission on direct and repeating orders. 
Write for full details. Address CINCINNATI 





NIPPLE & MFG. CO., 1557-69 Gest Street, 
Cincinnati, Ohio. 

TERRITORIES OPEN IN Nebraska, Iowa, 
Illinois and Missouri for experienced  sales- 


men to sell an A-1 quality line of Corn-Husking- 
Hardware to Retail and Wholesale trade for fall 
delivery. Competitive prices. Good commissions. 


Write RAIDT MFG. CO., Shenandoah, Iowa. 





WANTED—Representatives calling on plumb- 





Tae ie Gee nin ee he ae ers, industrials, hardware dealers to sell as a side 
sidered. Liberal commission. Exclusive terri- om pnw waged pe of. pipe — — 
tory. Splendid opoprtunity for the right man. | 22¢,,™pples at attractive prices. Address Box 
Address Box J-849, care of HARDWARE AGE, J-837, care of Harpware Acr, New York City. 
New York City. 

BUILDERS’ HARDWARE—A_ new metal! BUSINESS OPPORTUNITIES 
weatherstrip for windows—new principle, scien- 


Guaranteed as efficient as 
Retail price 25c. per window. 
Other feature makes it year-round seller. Three 
years successful sales. Arranging national dis- 
tribution through sales representatives. Commis- 
sion. ECONOMY METAL WEATHER STRIP 
CO., Peoria, Ill. 


tifically designed. 
best. High class. 





_ HIGH GRADE SALESMAN WANTED who 
is calling on Retail Hardware and Furniture 
Trade to take on high class factory line. Ex- 


clusive territory. Good territories onen. Explain 
experience, what lines handling and _ territory 
covering. Address Box No. J-843, care of 


Harpware Ace, New York City. 





SALESMEN in various parts of the country 
wanted to sell established popular line of paint 


brushes. Leads furnished. Commission basis 
payable bi-monthly. Write for full particulars. 
Address : 10-20 


DAVID LINZER 
Vv 


& SONS 
Astor Place, New York, N. Y. 
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NATIONAL CASH REGISTER, 6-drawer, 
motor-driven, records sales from .01 to $1,000. 


Bargain. Address Box J-836, care of HARDWARE 
AcE, New York City. 





SALES ACCOUNTS WANTED 





WOULD like to add one or more reputable 
lines on a commission basis, territory covered, 
Metropolitan District (Radius of 100 miles) 
from New York City. Can carry stock, if 
necessary. Address Box J-828, care of Harp- 
warE AcE, New York City. 





WE CONTACT AND SELL 95% of the 
rated trade jobbing and retail in eastern and 
western Pennsylvania and eastern Ohio. Can 
handle proven housewares. Address Box J-839, 
care of Harpware Ace, New York City. 





SALES ACCOUNTS WANTED 





SALESMAN with ten years’ road experience 
until recently with nationally known hardware 
manufacturer well known to the hardware job- 
bers, retailers and department store trade of 
Southeastern Pennsylvania, New Jersey, Dela- 
ware and Maryland offers efficient representa- 
tion in that territory. Straight commission. 
Best of references. Address Box J-841, care of 
Harpware AGE, New York City. 





WE WANT ONE MORE MAJOR LINE for 
our men covering the entire Pacific Coast, hard- 
ware, department store and general jobbing trade. 
This line must have remuneration, quality, price 
appeal, factory stability and territory protection. 
Unexcelled representation to the manufacturer 
who meets our requirements. Address Box J-838, 
care of HarpwarE AGE, New York City. 





CASH IN on twelve years’ following Pacific 
Coast for YOUR hardware, tool, or specialty 
line! Reliable sales organization with loyal 
following looking for additional connection with 
a manufacturer. Commission only. Write fully 


at once. References to be exchanged. Address 
Box J-840, care of Harpware AcE, New York 
City. 





POSITIONS WANTED 





EXPERIENCED HARDWARE MEN with 
many years of training in the hardware industry 
are continuously filing applications in this bu- 
reau for positions. All applicants realize condi- 
tions and are ready and willing to cooperate 


100% with hardware firms desiring their ser- 
vices. If you are in need of clean cut, well 


trained men in any parts of the metropolitan 
district of New York just phone this office and 
you shall receive prompt attention. 
ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street 
Wisconsin 7-1802 New York City 





TRAVELING SALESMAN, well acquainted 
with hardware, jobbers, and large retailers in 
South Atlantic States. Twenty years’ successful 
selling experience, now available for manufac- 
turer desiring energetic and intelligent represen- 
tation in the South. Address Box J-845, care 
of Harpware AGE, New York City. 





EXPERIENCED SALESMAN desires con- 
nection with jobber. or manufacturer. Age 32, 
married, 10 years’ traveling experience with 
jobber and manufacturer. 3 years’ retail ex- 
perience. Well acquainted with dealers in New 
York State. Excellent references. Address Box 
J-846, care of Harpware Ace, New York City. 





HARDWARE MAN with twelve years of 


experience, inside and outside, selling of shelf 
and builders’ hardware, paints, sporting goods, 
plumbing, supplies, housefurnishings, garden 


tools and farming implements. Can furnish the 
best of reference. Address Box J-847, care of 
Harpware Ace, New York City. 


HARDWARE AGE 











CLASSIFIED OPPORTUNITIES 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box numbers. 





POSITIONS WANTED 


POSITIONS WANTED 


POSITIONS WANTED 








large corporation. 


included: 
(1) Training their salesmen, 


(2) 
(3) 
(4) 
> 6) 


on financial matters. 


which is frequently sought. 
tunity for discussion is invited. 


Do You Need New Blood in 
Your Finance Department? 


A man of unusual qualifications is available for a position of responsi- 
bility, requiring executive ability and a comprehensive knowledge of 
practical finance and accounting interpretation. 
business experience and background to be financial executive of a 


During the last thirteen years he has been associated with one of 
the largest investment banking houses. At different times his duties 


Managing their office, effecting a complete revision of their 
office records and the installation of a cost system, 


Preparing security issues for the market and following 
the fortunes of the companies, 


Assisting in programs of expansion and reorganization, etc., 
Contacting large industrial companies and advising with 


He was born in the Middle West and was graduated from an eastern 
university. He enjoys excellent health. Twenty-five years of expe- 
rience have developed a spirit of cooperation and seasoned a judgment 
He is diplomatic but forceful. 


Address Box J-819, care of Hardware Age, New York City 


He is competent by 


Oppor- 














SALESMAN desires position selling to Illinois 
retail hardware and department store trade. 
Cover state thoroughly except Chicago, making 
all towns large and small. Have sold this trade 
for years, am well established and have the 
dealers confidence. Am reliable and have a 
reputation of being an able salesman. Address 
Box J-848, care of Harpware Ace, New York 





City. 
I WANT A JOB selling for a _ reputable 
manufacturer. ave covered every territory, 


have sold through wholesalers and enjoy a wide 
acquaintance in the industry. Have specialized 
in cutlery and have been recognized as a capable 
merchandiser, promoting the sale of staple hard- 
ware and related specialties. Address WILLIAM 
J. DRESS, 35 Clark St., Brooklyn, N. Y. 


AGGRESSIVE Young Man desires position 
with good reputable concern. Manufacturer or 
Wholesaler. Experienced Order Clerk, Accoun- 
tant, Production Manager and Salesman. Capable 
Department Head. Associated with one firm for 
fifteen years. Possess best desired reference. 
Address Box J-820, care of Harpware AGE, 
New York City. 





HARDWARE CLERK—Experienced general 
hardware, house furnishings, paints, oils, roofing, 
sheet metal, plumbing supplies, card writer, good 
buyer and manager, conscientious and steady. 
Salary secondary—any place, New York State 
preferred. Address Box J-8i1, care of Harp- 
warE AGE, New York City. 








YOUNG MAN, 25, single, who has for the 
past four years called upon the jobbing trade of 
greater New York, Pennsylvania and New Eng- 
land is anxious to grow with some reliable, pro- 
gressive manufacturer. Territory immaterial— 
salary secondary but must have a_ promising 
future. Best of references. Address Box J-830, 
care of Harpware AcE, New York City. 





EXPERIENCED BUILDERS’ HARDWARE 
and RETAIL MAN—Eight years retail and five 
years builders hardware with manufacturer. Well 
versed in any branch of hardware business. 
Age 32, married. Highest references furnished. 
Prefer Eastern section. Reasonable salary. Ad- 
—_ J-844, care of Harpware Ace, New York 

ity. 


JULY 7, 1932 





EXPERIENCED Tool and Cutlery salesman, 
familiar with jobbing and department store trade 
throughout the country, especially East and Cen- 
tral West. Age 36, single, free to travel, de- 
sires connection. Address Box J-829, care of 
Harpware Ace, New York City. 





POSITION WANTED—Hardware Clerk fully 
experienced in Retail Hardware, Housefurnishings 
and Paints; Christian; Single. Location desired, 
New York and vicinity. Age 34; Chauffeur’s 
license; references. Address Box j- 797, care of 
Harpware AcE, New York City. 





YOUNG MAN, 26 years, 10 years in the 
hardware line abroad and U. S. A., with general 
store and _ stock experience wishes position. 

ce work preferred. Salary secondary to 
advancement. Address Box J-842, care of Harp- 
wARE AGE, New York City. 


SALESMAN—Executive type, 39 years of age, 
living in Detroit, would like to make a connec- 
tion with manufacturer who wants real represen- 
tation. Have 12 years’ experience calling on 
Plumbing Supply Houses, Plumbers, Hardware 
Supply Houses and Hardware Dealers in Mich- 
igan and adjoining states. Possess initiative, adapt- 
ability, personality, able and willing to go any- 
where and can furnish the highest type references. 
Address A. M. DRUMMOND, 18453 Trinity 
Avenue, Detroit, Michigan. 





SALESMAN AND MERCHANDISER open 
for proposition selling for reputable manufacturer. 
I have had years of successful experience selling 
cutlery, household and electrical merchandise to 


Hardware trade, _ wholesale and retail, also 
department stores in Eastern territories. If you 
are looking for a producer, write me. Address 


HARRY G. 145 East 6th Avenue, 


TODD, JR., 
Roselle, N. J. 











Speed Up 
the 
Wheelsof 
Industry 


Write to your jobber 
today for any of the 
merchandise _adver- 
tised in these pages. 
Don’t wait for the job- 
You 


ber’s salesman. 


may forget. 
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Put Up In Striking Display Package 
Universal Appeal and Good Profit Margin Make 
This a Most Attractive Number 


Full weight blade, manually operated, has prominent 
markings, with hook first end. It is specially formed 
to stand rigid like a rule yet will conform to curves 
and odd shapes. 


Your Jobber Stocks Them—Order from Him. 


UFAIN “WIZARD”’... A 6-Foot Flexible Rigid Tape-Rule 
A GREAT VALUE. Retailsat $1.00. 





THE [UFHIN fpULE (70. SAGINAW, MICH. 


106 Lafayette Street 
New York City 
























Withstood the Test of Time 


The COES Knife-Handle Wrench has withstood every 


test for 91 years. During this long period it has 
served millions of users for shop, store, farm and 
home requirements. Thousands of dealers always 
recommend it for general use. They know it will best 
serve the purpose intended. 


Your Jobber Will Supply You 


& 


BEMIS & CALL CO. 


Springfield 


Mass. 





REVOLVERS 
SHOTGUNS 


TRADE 


5 
co. 
MARK 





Send for catalog 


Harrington & Richardson Arms Company 
Worcester, Mass., U. S. A. 






















Real Grinding Results 


This grinder is designed to perform satisfactorily the 
thousand and one light grinding jobs which develop in 
large plants and small shops. 


PIKE 


Motor Grinder 


Substantially built, pow- 
ered with Universal Motor, 
and portable. Two Norton 
Alundum Wheels, one Coarse 
: grit with straight face, the 
other a Fine Cup Wheel, are regular equipment. Has 
safety guards and adjustable tool rests. Write. for full 
information. 


Pike Manufacturing Co., Pike, New Hamp., U. S. A. 




























Best sellers because 
Nationally Adver- 
tised. Most practi- 
cal — They save 
furniture, carpets 
and floors. 


Ask Your Jobber 





We make all grades of Sliding Casters, 
Nail Slides, Felt Slides, Radio Felt 
Feet, Insulated Slides, ete. 














35 PEARL ST., 


Inc., NEw YoRK ciTx 


Domes of Silence, 












































SCREEN WIRE CLOTH 
POULTRY NETTING 
GALVANIZED 
HARDWARE CLOTH 
BRADS AND NAILS 













CORTLAND, N. Y, 























SERVICE QUALITY - ACCURACY 


Buffalo Bolts ... the reliable bolts that 
have served industry for three gener- 
ations are available in attractive cartons 
with easy-to-read labels. 


BUFFALO BOLT CO, 
North Tonawanda, New York 


























HARDWARE AGE 























BUSINESS GHOSTS 


“PRICES a are off.” “No buying power.” ‘Slow 
turnover.’’ These are business ghosts that hover over 
the farm market. 

Well—let's throw some light on these specters that 
break down morale and blind future vision. Let's see 
what tomorrow holds in store—and how we can 
capitalize on it. 

The land is still there—the world must still be fed— 
inevitably agriculture will come into its own. Inevitably, 
also, demand will leap ahead—prices 
ascend upward—and purchasing power 
will increase. Optimistic words—but just 
how optimistic they are depends on the 
action we take today. 


Truly, tomorrow's profit will depend 
on just how productive acres can be 
made. It will depend on your ability 
today—to get over the story of diver- 





Because of their known quality, Amer- 
ican Steel & Wire Company Zinc 
Insulated Fencing, Steel 
Poultry Netting, Steel Gates, Barbed 
Wire, Nails and Wire of all kinds 
are more easily sold—more profitably 
merchandised, 





sified farming—and the absolute necessity of good 
fence in bringing it about. 


Because — without properly fenced fields and pas- 
tures—idle acres cannot be turned into productive ones 
—corn and surplus grain crops cannot be marketed on 
the hoof at better prices—increased soil fertility 
through systematic crop and stock rotation will be 
impossible—and the reduction of general operating 
costs out of the question. 

Yes—business ghosts fade before the 
light of tomorrow's certain prosperity. 
But—how quickly .they will fade is to 
a large extent up to you. 

Now, right at this time, remind every 
farmer —constantly and repeatedly — 
how properly fenced fields bring 
about farm relief through increased 
farm income. 


ence Posts, 


AMERICAN STEEL & WIRE COMPANY 


208 South La Salle Street, Chicago ys 


STATES STEEL CORPORATION 


And All Principal Cities 


Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco 
Export Distributors: United States Steel Products Company, New York 


@ 2 e co] ® ® 
JULY 7, 


1932 























In the U. S. 
Patent Office 


Trade Mark 


Registered 


eSTABLISHED ; li, 4 





x \ 





DIAMOND EDGE 





DOUBLE EDGE 
RAZOR BLADES 


DOUBLE EDGE 
RAZOR BLADES 


an 
ONLY PASS 
THE THEM 
BEST BRAINS ON TO 
MONEY THE 
MATERIALS CONSUMING 
LABOR PUBLIC 
GOES INTO FOR 
THESE THE 
BLADES VERDICT 


“DiAMOND EpGeis.2 G TY PrepGe” 





The Above Shows Display Card With 20 Packages Mounted 






A Faultless Blade for So Perfectly Made 


' The ; 
the Most Widely Ae W That It Wins 
Used Safety Razor With 2 True Statement Instant Approval 





A PERFECT EDGE 
No 


There . Up-to-Date Merchant 
Are Millions of Razors Waiting for the Will Overlook DIAMOND EDGE Blade 
A DAMOND EDGE Possibilities Men 
n St ~ 
Excellent Profit — 1 = kar Looking for lerrinsy 
giien ' ‘ 4 > , 
Awaits the Live Dealer DéiOVD EDGE , and a Perfect Shave =e be Interested in 
5 oy TE WOM aia: 
BLADES Will P. | Dy i!» 
spcsgesn Made of the * DIAMOND EDGE Blades 
RAZOR BLADES 


Best Swedish Steel Every be 
Operation in Their Production will be the Means of Selling More Cutlery 
and Tools Bearing the Same 


Best Known to Man 





OUR STOCK UNCONDITIONAL GUARANTEE tad ASK OUR 
OF te? ety saree SALESMAN 
CUTLERY TO SHOW YOU 


IS COMPLETE OUR FULL LINE 








Shapleigh National Series No. 1739 f 
Send us your orders for a sample line of our 25 cent Pocket Knife Sellers. 














